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: Colourgravure not only costs less im 
Woman’s Own bat is concentraied where it counts 
most —-on women Who buy for themselves, their 
homes and their families ; 
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ADVERTISER'S WEEKLY 


‘Now’s Your Chance’ 


Points from letters on the 
recent B.B.C. broadcast “Now's 
your chance to ask questions 
about § advertising” are given 
below: 

In public discussion, authorised 
representatives of advertising 
always seem to take up a defen- 
sive position, They put their 
backs to the wall and appear 
merely anxious to pacify and 
propitiate the critics. Nobody 
preaches the triumphant popu- 
larity of advertising. 


T. C, ELDER. 
Industrial Publicity Service Ltd. 


* * * 


Yorkshire branch of the Society 
of Diploma Members of the Ad- 
vertising Association, listening as 
a branch, were dismayed to hear 
so many critical questions treated 
as entertainment rather than in 
a responsible vein, Admittedly 
the questions asked governed the 
response to some degree but 
more balanced editing of the 
selection of “highlights” would 
have given a fairer picture and 
would have been better public 
relations for advertising. We 
were interested to hear a pre- 
ponderance Of male questioners 
when we were always led to 
believe that women were the 
greatest influence in the spend- 
ing power of the country, 


MICHAEL WILSON. 
Branch chairman, 


* * * 


As one whose “dull, irrelevant 
and provocative question” was 
most adequately answered I can 
only hope that the critic’s esti- 
mate of “the millions of listeners 
who were doubtless waiting to 
hear advertising’s apologia” was 
not mere flattery. Had the pro- 
gramme been for the instruction 
of advertising people that question 
would never have been asked; 


To The Editor. P 


but then, a million or so less 
would have been hanging on the 
answer... . 1 feel that those who 
arranged with the B.B.C. for ad- 
vertising to be a subject for the 
“Now's Your Chance” pro- 
gramme did a good job of work 
from the public relations angle. 
The spontaneity of the answers 
carried far more conviction than 
any carefully thought out line of 
reasoning from the boffins could 
have done. 

L. SKINGLEY. 
Coventry. 

* * * 


The programme seemed to me, 
as an advertising man, completely 
and utterly futile. I thought the 
questions alone showed _ the 
abysmal] lack of knowledge there 
is in this country among the pub- 
lic about the functions and the 
place of advertising in commercial 
life. 

NORMAN W. NEWARK. 
Kingston-on-Thames. 
* * * 


Advertising’s spokesmen put 
over an excellent case and 
did so in a way that could not 
fail to register with the general 
public. Certainly their approach 
was light-hearted; they clearly 
tried to be amusing and they 
succeeded in making the pro- 
gramme entertaining and easy to 
listen to. 

J. A. HOVELL. 
43, Talbot Road, 
Highgate. 


A service, not an 
advertisement 


Sir,—It was announced in your 
columns (April 9) that the More- 
cambe Publicity Committee has 
refused a request reported to 
have been made by my company 
for a free page advertisement in 
the Corporation guide. 

Actually, my suggestion was 
that it would be greatly in the 
interests of Morecambe if a list 
of the towns served by regular 
road services to and from More- 
cambe, showing the return fares, 
were included in the guide. 
Such a list would have 
referred to the names of many 
operators besides Ribble, so that 
it clearly could not be construed 
as a Ribble advertisement, nor 
would it have so appeared if the 
idea had been adopted. 

H. BorroM ey. 
General manager, 
Ribble Motor Services Ltd. 


Piercing mounts 

for type 

Sir,—May | offer advice to 
Mr. Klein (Challenge to Block- 
makers, April 9). 

It is entirely unnecessary and 
wasteful to have the mounts of 
blocks pierced for type or 
stepped out, but the metal should 
be cut away. 

In cases where type has to be 
inserted the block should be 
delivered with the requisite 
mount, but not pinned down. It 
is quite a simple matter for the 
printer to cut the wood through, 
into say five pieces, throwing 
away the piece where type has to 


‘Weekly’ is looking 
to the future 
Sin,—Congratulations upon 
your 40th anniversary issue. 
Ihe very logical and practical 
articles by your special contribu- 
tors make excellent and intorm- 
ative reading; confirming that 
ADVERTISER'S WEEKLY, while in- 
terested in the past, is looking 
realistically to the future. 
W. W. J. Srupp. 
Illustrated Newspapers Ltd. 
* * * 


Sir,—We should like to wish 
you many happy returns and con- 
tinued success of your excellent 
publication. 

We have been reading this for 
a great many years, and have 
always found it full of interest. 

V. G. E, Garpner. 
Publicity Manager, 
Benjamin Electric Ltd. 
* * * 

Sik,—May I send my congratu- 
lations on the 40th anniversary of 
ADVERTISER'S WEEKLY and my 
very best wishes for a very suc- 
cessful and happy future. 

A. MILHADO. 
Albert Milhado & Co., Ltd. 


go. The type is then set with 
the pieces of mount around it, 
the plate laid on for a proof and 
finally pinned down after the 
advertisement or job is locked up 
for press. 

Many well-equipped printers 
have supplies of precision mounts 
in squares of One and two inches 
which can be built up with the 
type, in which case the stereo 
need not even be mounted 

G. J. R. Wraicur. 
Works manager, 
Cockayne & Co., Ltd, 
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Offset litho 

Sik,—Under the heading Chal- 
lenge to Blockmakers (April 9), 
Mr. Klein wrote: 

“Generally speaking, the prini- 
ing industry is partly to blame. 
This has now reached its logical 
climax, Le. print users are 
either economising in the size 
and colours of their literature, 
or by Rotaprinting or duplicat- 
ing instead of using letterpress 
or litho.” 

Ihe phrase “or by Rotaprinting 
or duplicating instead of using 
letterpress or litho” can be mis- 
leading to many, for the Rota- 
print process is, in every detail, 
offset lithography. 

There is only one departure 
from the orthodox—this being 
the patented “Rotafount” method 
of damping which removes the 
need for damping rollers and 
maintains an open and sharp 
screen throughout the length of 
run. 

It is quite possible that Mr. 
Klein was generalising and refer- 
ring to Rotaprint as a_ service 
apart from routine methods of 
print, but it is hoped that this 
letter will succeed in establishing 
that Rotaprint occupies a very 
important place in the printing, 
as well as commercial, world. 

W. G. Royce. 
Sales manager, 
Kaye’s Rotaprint Agency Ltd. 


NEXT WEEK’S ISSUE 

will include full details of the 

programme for the Eastbourne 

Conference of the Advertising 

Association (Thursday, April 30 
to Sunday, May 3). 

The final Frujade article, con- 
taining an advertising film script 
prepared by Harold Purcell, of 
Publicity Films Ltd., will also 

appear. 


GRAFTON WORKS LONDON, NW.6 
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... fair women... dark men... 
business success . . . whatever the 
future holds, you will be wise to take 
no risks, and to adopt certain precautions. 
M., 
SF if, for instance, your business future depends upon the mass market, and you were born 
dy uncer Scorpio — or any other astro'ogical sign for chat matter — it would be unwise to 
& 
f neglect the assistance which the use of posters on David Allen sites can give ycu. 


All the signs and ; ortents point to ever-increasing earnings — and spendings — in the 
industrial areas served by David Allens. It doesn’t need any gipsy'’s warning to point 


the wisdom of setting your share of this business. 


The commanding positions of 
many David Allen sites serve to 
increase attention value. Sites 
such as that illustrated here, on 
a main road in the Glasgow area, can 
carry your message throughout 
N.W. ENGLAND, 

N.E. ENGLAND, SCOTLAND, 
N. IRELAND and EIRE 


» Bas “a eB F eo NS 
¥ ie aw & oe é: za c 


David Allen & Sons Ltd., 7 Buckingham Palace Gardens, London, $.W.!. Telephone: SLOane 0711. Telegrams: Advancement, Sowest, London 
AREA OFFICES IN LIVERPOOL, NEWCASTLE UPON TYNE, GLASGOW, EDINBURGH, BELFAST AND DUBLIN 
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Superb production and literary 
skill marks WOMAN’S JOURNAL 
It attracts the interest of 

women with a keen perception of 
quality and style. 

Good living guides their 
purchases, whether they be new 
fashions or family needs. 

It therefore pays advertisers of 
quality goods to keep 
WOMAN’S JOURNAL readers 


thoroughly well-informed. 


ONE OF THE A‘P GROUP OF WOMEN’S MONTHLY MAGAZINES 
2/6 MONTHLY + PAGE RATE £350 


‘s A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., THE PLEETWAY HOUSE, LONDON, F.C.4 + CENTRAL 8080 
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Competitive TV ( 


press ad. revenue 


—says Gammans 


IIPA-ISBA PLAN FOR NEW MEDIUM: 
NEWSPAPER SOCIETY’S ANXIETY 


| f- the publication to-day (Thursday) of a joint IIPA- 
ISBA memorandum | proposing to the Government the 
shape competitive TV should take when it is introduced— 
probably early next year— controversy centres on the question: 
Where will the revenue come from? 


The memorandum (copies of 
which have been sent to M.P.s 
and active members of the House 
of Lords) suggests that between £5 
and £10 millions a year “will have 
to come trom existing appropria- 
tions until such time as increased 
sales warrant more advertising.” 

Kenneth Brown, retiring presi- 
dent, at the annual! dinner of the 
Newspaper Society on Tuesday, 
said: “We feel that the present 
time-——one of steeply rising costs 
of production cutting into almost 
static revenues—is not the one 
to introduce new forms of com- 
petition to endanger the pros- 
perity of a free and independent 
press, and we are not impressed 
by the comparison with American 
figures when, unlike theirs, our 
country’s economy is not expand- 
ing appreciably.” 


‘Press as partners’ 


Mr. L. D. Gammans, Assistant 
Postmaster-General, had just told 
members of the Society: “There 
were, I believe, some of you who 
feared that the coming of com- 
mercial television might affect 
unfavourably your advertising 
revenue. I can remember when 
broadcasting first came in that 
some newspapers thought if news 
bulletins were broadcast the sale 
of their papers would go down. 
This has certainly not happened. 
Circulations in the last thirty 
years have increased enormously 
— in some cases even doubled. 
In the United States, where there 
is nothing but sponsored radio 
and television, the amount spent 
on newspaper advertising has not 
been affected. As commercial 
television develops in this 


country I believe the press will 
become partners in it and will 
find that it is complementary to 
their present activities.” 

The L.LP.A.-LS.B.A., joint 
memorandum and a “Code of the 
Au” (dealt with in detail on the 
next two pages) express hopes 
that a start can be made with 
competitive television early in 
1954; that the Postmaster-General 
will recognise the urgent neces- 
sity of making his decision known 
to set manufacturers; that the 
Controlling Body, referred to in 
the White Paper will be set up in 
the very near future and that a 
decision will be made quickly in 
regard to the granting of a licence 
or licences. 

It is urged that care should be 
taken to ensure that the total 
revenue likely to be available for 
competitive television is not dis- 
sipated over too many competi- 
tive stations serving the same 
public. 


* See Comment, page 148 


starting 


next year? 


Praising the provincial press 
at the annual dinner of the 
Newspaper Society on Tues- 
day, Mr. L. D. Gammans, 
Assistant Postmaster-General, 
said: 

“It is a great tribute to the 
efficiency and vitality of the 
provincial press in a country 
which, because it is so small, 
can be dominated by the big 
London dailies, that we have 
so many flourishing local news- 
papers. It would certainly be 
a bad day for this country if 
there was no vigorous press to 
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Praise for the provincial press 


voice local grievances and : 
express local opinions. Just 
as local government is a 
fundamental part of our pub 
lic life, so is the local news 
paper.” 


Referring to the proposed 


Press Council, Kenneth 
Brown, the retiring president, 
said: “If control of our press 


is ever contemplated by any 

Government, God help us all.” 

* The annual meeting of the 
Newspaper Society is reported 
on page 144. 
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Ad. rebate welcome, but. . 


On behalf of the Incorporated 
Society of British Advertisers, 
Cc. B. Wrey, chairman, executive 
committee, has written to Leslie 
W. Needham, director of adver- 
tising, Express Group, about 
the 10 per cent bonus on 
advertising accounts during May 
and June. 

After describing the step as “a 
very welcome gesture” towards 
reduction in the cost of press ad 
vertising, Mr. Wrey adds 

“At the same time, | must in 
form you that members of the 
Society take grave exception to 
that part of the announcement 
which indicates that, as a result 


of advertisers paying less to ad- 
vertise in the Daily Express, ‘they, 
in turn, will be in a position to 
make a cumulative reduction in 
the price of the commodities they 
have to sell’ 

“Both sides of the 
far as I know, have 
in agreement that advertising 1s 
an economic proposition and is 
ultimately to the benefit of pur 
chasers of the goods advertised 


‘fence’, so 
always been 


It is felt amongst our member 
ship that the wording to which 
I have referred above tends to 


@ Continued in Stop Press on 
back cover 
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IPA and (SBA memorandum to the Postmaster-General 


UP TO £10 MILLION REVENUE FOR 
COMPETITIVE TY 
Ads in variety of ways: 
Station control scheme 


MVHE BASIS FOR STATION CONTROL OF PROGRAMMES, A 


FLEXIBLE 
ANALYSIS OF 


SCHEME 


FOR ADVERTISING, 
REVENUE PROSPECTS ARE DISCUSSED IN A 


AND AN 


MEMORANDUM ON COMPETITIVE TELEVISION SUBMITTED 


JOINTLY 
PORATED SOCIETY OF 
INSTIEL 
contended that — the 
interest of both advertisers and 
agents in the Government pro- 
posal to permit some element of 
competition in’ television, ts) to 
widen markets and so reduce 
selling costs through the use of a 
sowerful new advertising 
medium, ‘lo achieve this, com 
petitive television must be eth 
cient, effective and acceptable to 
the public 
“Television is, of necessity, 
expensive,” the memorandum 
continues. “Very few advertisers 
would be able to find the money 
to sponsor programmes of more 
than IS minutes duration on a 
continuing basis. We recognise 
that sponsored programmes 
might vary in quality as adver- 
tisers’ budgets rise and fall or 
they might vary according to 
what this or that advertiser may 
consider to be a good pro- 
gramme for his requirements. 
“Accordingly, we = recognise 
that a series of short disconnected 
programmes, financed by fluctu- 
ating budgets, might not be 
sufficiently attractive to compete 
with improving programmes from 
the BBA 


Station responsibility for 
programme content 


“We suggest that a solution to 
the difficulty of providing ade- 
quate competitive programmes 
might be for the station to have 
the sole responsibility for creat- 
ing the audiences, and for pro- 
ducing or acquiring programmes 
from any source it thought fit. It 
would not be debarred from con 
sidering programmes or sugges 
tions for programmes submitted 
to ait by advertisers or their 
advertising agents. At all times, 
however, the choice of the pro 
gramme would be at the discre 
tion of the station which would 
take full responsibility for the 
programme content. ‘The aim of 
the station would be to present 
the public with a first-class ser 
vice of programmes, which 
would, consequently, build the 
type of audience likely to gain 
the support of advertisers of all 
classes of goods or services 

“If this method were adopted, 
the station, instead of selling 
time to advertisers for adver- 


1O THE POSITMASTER-GENERAL BY THE 
BRITISH ADVERTISERS AND 
IE OF INCORPORATED PRACTITIONERS IN ADVER- 


INCOR- 
THE 


tisers’ sponsored programmes, 
would allow advertisers to in- 
sert advertisements in its pro- 
grammes in a variety of ways, 
the ways being negotiated with 
the advertiser. The actual 
advertisement would be pre- 
pared by advertisers or their 
agents; the station would make 
a charge to the advertiser 
based on the length of the 
advertisement and the estab- 
lished size and nature of the 
audience viewing the  pro- 
gramme, 

“We believe that this change 
cf emphasis away from = spon- 
sored television as currently 
operated in the United States is 
important to the success of com- 
petitive television in this country 
and we hope that, when licensees 
are being selected, prior consider- 
ation will be given to those 
willing and able financially to 
operate on this basis from the 
outset.” 

Some advantages 
arise are listed: 

1. The station, having complete 

control of the programmes, 
would be able to fulfil its 
obligations to the public in 
a more balanced and con- 
structive manner: 
The station would be 
to plan to put on 
shows, such as 
events, without first having 
to find an ‘ndividual spon- 
sor to bear the very con- 
siderable cost; 
The programmes would be 
free from direct influence 
by advertisers. The only 
pressure which advertisers 
will be able to impose will 
be the general healthy 
pressure brought to bear on 
the station to improve its 
programmes: 
Small, as well as large, 
advertisers would be able to 
use television, they would 
be able to book one or many 
advertisements and of any 
length from a few seconds 
to some minutes 

Discussing the requirements of 
advertisers the memorandum 
continues: 

Most of the important ad- 
vertisers in the country are 
companies selling mass-produced 
goods in frequent use by the 


that would 


able 
major 
sporting 


This 
respon- 
cent of 
display 


of the public 
group of advertisers ts 
sible for about 80 per 
the money spent on 
advertising (“Display advertis- 
ing” is used here to mean all 
wavertising except advertisements 
in trade and technical journals, 
direct mail advertising and 
classified advertisements includ- 
ing legal notices.) 

“They aim to bring their 
ducts or services, through 
advertisements, to the attention 
ol the whole potential buying 
public or to major sub-divisions 
cf it, for example, al] house 
wives, pipe smokers, ete Ihe 
remainder of the money spent on 
display advertising comes from 
the important local advertisers, 
such as department stores 
and from some advertisers appeal 
ing to selected markets 


majority 


pro- 
their 


To reach every corner 
of the country 


“It follows that a television 
service which is organised to 
serve not only a large proportion 
of the public but also major 
sub-divisions — of it, both 
nationally and locally, will best 
meet the requirements of adver 
tisers 

“To be sure of success com- 
petitive television must be given 
as soon as possible technical 
facilities which will enable it to 
compete with the B.B 

“Advertisers desire a system 
of competitive television which 
will 


reach every corner of the 


country. They recognise that it 


may take some time to achieve 


this ideal and would be satisfied, 
meanwhile, to 


have, say, three- 


quarters of the population within 
reach as a first target.” 


While the two organisations 
are not in a position to give any 
information as to the amount of 
capital likely to be required or 
available they gave some thought 
to the amount of revenue likely 
to be available 

Published annual reports and 
accounts of the B.B.C. show that 
the Corporation’s revenue expen 
diture on television for the past 
three years was 


Year nded March 31 

Year ended March 4¥1 

Year ended March 31, 2 

It is estimated the number of 
programme hours available to 
viewers during these three years 
were: Year ended March 31, 
1950, 1,500; 1951, 1,600; 1952, 
1,780, giving the approximate 
average cost per programme 
hour of: 1950, £780; 1951, £1,070; 
1952, £1,300. “Since there has 
been no appreciable increase in 
the number of programme hours, 
and since the Corporation's in- 
come from licences must have 
increased, it seems probable that 


ranmes 


#1,.024,755 


Seeing eye 
to eye 


When the Government 
made known its intention to 
permit some element of com- 
petition in the field of tele- 
vision, both the Incorporated 
Society of British Advertisers 
and the Institute of Incorpor- 
ated Practitioners in Adver- 
tising, working independently, 
set up special panels to study 
the proposal. 

After some months of work 
they compared notes and 
found that on all major 
aspects the two organisations 
were in complete agreement. 
thereafter, although _ still 
working independently, they 
have been in continuous col- 
laboration resulting in the 
production of the memoran- 
dum and draft suggestions for 
the regulation of programmes. 

Apart from some minor 
modifications, which in no 
way alter the sense of the 
text, the two documents are 
the same as those already 
submitted to H.M. Postmaster- 
General and are published 


with his knowledge and con- 
j sent. 


the average cost per programme 
hour will have increased - still 
further,” the memorandum con 
tinues 
“We have. therefore, deemed 
it wise to assume that the hourly 
cost of BB« programmes 1s 
rising and that the Corporation's 
revenue expenditure on television 
for the year ended March 31, 
1°53, will be around £3 million 
“Competitive television, how- 
ever, Cannot come into existence 
until after the BBC. has com 
picted its present programme of 
expansion Assuming this to be 
ut the end of 1953, it is not un 
reasonable to expect that. the 
number of licences in existence 
at that time will be in the neigh 
bourhood of three million, thus 
giving the Corporation a mini 
mum revenue of some £5 million 
This, then, is the probable size 
cf the competition to be met. It 
aiso follows that, if the technical 
facilities of the B.B-C. and com 
Other Expenditure lo a 
£H16.193 £1.172.714 
£952,004 #1 718.47N 


£1.304,404 £2,329.159 


petitive television are compar- 
able, and if independent  pro- 
grammes are to be maintained on 
the highest possible standard, 
competitive television cannot 
eXpect to survive on less revenue 
than the Corporation’s television 
department. Even if one allows 
for modified technical facilities. 
t does not seem likely that the 
operating costs of independent 
television could be substantially 
ess than those of the Corpora- 
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Powerful selling force: 


is urged 
tion, because (a) selling costs will 
be incurred, (b) sufficient margin 
will have to be available to meet 
the interest on capital invested. 

It is obviously impossible, in 
advance of any announcement 
by the Postmaster-General as to 
frequencies available and the 
number of station licences, for 
us to estimate with any accuracy 
what revenue will be required 
for competitive television. For 


the purposes of this memoran- 
dum jt would be wise to assume 
that something in excess of the 


amount spent by the Corporation 
would be required It might 
well be that the revenue required 


will be 20 50 per cent more, 
suy between £6—-£8 millions 
Fstimates of the amount 
spent in Britain to-day on dis- 
play advertising, Le. national and 
provincial newspapers, maga- 
vines, cinema, radio, and = out- 
door advertising (including the 


costs of preparing the advertise- 
ments), is something between £80 
{90 miilions analysed as follows 
Millions 
National newspapers 
and London evening 


papers £28 
Provincial newspapers £23 
Magazines £18 
Outdoor advertising £124 
Radio £1 
Cinema £24 

“It would be highly dan- 
gerous to assume that the 


advent of a new advertising 
medium such as television will 
increase the total amount of 
money to be spent on adver- 
tising. Advertisers only spend 
in relation to their sales. It 
must be realised, therefore, 
that the bulk of the money 
needed will have to come from 
existing advertising appropria- 
tions until such time as in- 
creased sales warrant more 
advertising. 
“Advertisers 
ising agents 
vinced that 
on the right 
be a very powerful selling force 
and, therefore considered 
opinion is that it will be possible 


adver 
are 


and their 

however! con- 

ndependent television 
" 

will 


hasis prove to 


our 


to have between £5 and £10 mil 
lions a vear made available to 
competitive teley s10n when it 
reaches. say. 75 per cent of the 


population.” 

Ir s urged that care should he 
taken to ensure that the total 
revenue likely to be available for 


competitive television is not dis 
sipated over too many competi 
tive stations serving the same 
public 


The memorandum concludes: 

“Our examination of the costs 
of providing a first-class com- 
petitive television service and our 
estimate of the amount of 
revenue likely to be available in 
the early stages, clearly indicate 
that, at the outset. there must be 
a very strict limitation in the 
number of licences.” 
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It appears to have been 
widely assumed that adver- 
tisers and advertising agen- 
cies would seek in due course 
control of the 
organisation and presenta- 
of programmes.  Al- 
though this assumption has 
received — publicity, the 
Society and the Institute, 
representative of advertisers 
and advertising 
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f 


to obtain 


tion 


agencies 
the country, 
make known 


throughout 


wish to as 


eeeereeery 
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Licence 


widely as possible that it is 
not correct. 


The competitive television 
service we visualise would 
not be “sponsored” although 


QUOTES FROM 
THE MEMO 


it would be 
hy revenue 


wholly supported 
from all kinds of 


advertisers both large and 
small. The programme con 

tent would be free in the 
same way as newspaper 
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limitation 


editorial is free from their 
direct influence. 


Such independence, in our 
view, would he in the adver- 
tiser’'s interests as well as in 
the wider interests of the 
community. The advertiser 
would he able to buy into 
the audience or audiences 
most likely to be interested 
in his product’ while the 
viewer would be able to tune 
into those programmes, in- 
cluding the B.B.C.'s, which 
appealed to him most. 


eee eeeeeeee 


CODE OF THE AIR LISTS BANS 


RAFT suggestions for the regulation 


approved by representatives of 


of programmes, also 
the two organisations, have been 


based on the supposition that a commercial TV transmitting station/ 


company will be responsible for all 
audience creation and development. 
They provide for recognition by 
advertisers and agents of the basic 
responsibility to the public of the 
station company which shall, at all 


umes, reserve the right to refuse 
material for presentation which in 
their view is detrimental to the 


public interest. 

As a general principle, it is sug- 
vested, advertising matter contained 
in, or produced in connection with, 


competition programmes shall con- 
form, in material content, to the 
highest standards practised by ad- 
vertiser advertising agencies and 
media owners 


Among general prohibitions sug- 
gested are 

Anything that 1s obscene, indecent, 
profane, or of doubtful propricty. 

Stutements, gestures, expressions, 
suggesuions or representations that 
nay be considered offensive of 
religious views, racial diflerences of 
are in any way disrespect- 
member of our own or 


Royal Family or Head of 


traits, o1 
ful to 
any other 
State. 
Matter which may give offence to 


iny 


the people of any country. 
Statements, expressions or repre- 
sentations likely to cause public 


ilarm or confusion, or are designed 
to present in a favourable light any- 


thing considered by reasonable 
persons to be immoral, criminal or 
oflensiy 


Sound or visual effects that might 


sturtle the public or have a dele- 
terious effect upon the health of 
viewers 

Nudity, or costumes permitting 
indecent exposure. 


Dances which employ lewd or in- 
decent movements. 


Drunkenness and narcotic addic- 


tion as desirable or prevalent fac- 
ors in the Brittsh way of hfe. 
References to or representations 


of physical or mental afflictions or 
deformities made or presented in a 
manner that would be offensive to 
sufferers from such ailments. 
likely to 
listeners to believe that 
seen oF heard someone 
who has not, in fact, appeared on 
the programme 


ersonations 
ewers of 


lead 


Statements, gestures or representa- 


tions that are intended falsely to 
give the impression of authoritative 
professional advice 


programmes transmitted and for 


Recognising that programmes de- 
signed specifically for children reach 
impressionable minds and influence 


social attitudes and aptitudes the 
two organisations suggest that it 
shall be the responsibility of the 
Station’ company to provide — the 
closest’ possible supervision in’ the 


selection and control of 
characterisations and plot 
Additional regulations proposed 
children’s programmes include : 

No material will be accepted that 
may tend to create lack of respect 
by children for their parents or any 
other person(s) normally accepted 
as being entitled to their respect 

Films may not be exhibited which 
carry certificates issued by the 
British Board of Film Censors in 
dicating that they ar either 
“Horrific” or are not surtable for 
exhibition to children under sixteen 
years of age. 


material, 


Respect for law 
and order 


All stories must reflect respect for 
law and order, adult authority, good 
morals and clean living. Where ap 
plicable, the hero Or herome and 
other sympathetic characters must 
be portrayed as intelligent and mor 


ally courageous The theme must 
stress the importance of mutual 
respect of one man for another, and 


should emphasise the desirability of 
fair play and honourable — be- 
haviour. 

Adventure stories may be accepted 
subject to the following prohibi- 
tions: no torture or suggestion of 
torture; no horror—present or im- 
pending; no use of the supernatural 


or of superstition lkely to arouse 
fear; no profanity or vulgarity. 
In order that children will not 


be emotionally upset, no programm 
or episode shall end with an inci- 
dent which might create in their 
minds morbid suspense or hysteria. 

Contests and offers which en- 
courage children to enter Strange 
places and to converse with strangers 
in an effort to collect box-tops 
wrappers or labels may present a 
definite clement of danger to 
children. Therefore such contests 
and offers shall only be allowed at 


the discretion of the 
pany. 

No appeal should be made to the 
child to help characters in the story 
by sending in box-tops, wrappers of 
labels; nor may any actors remain 
in character and in the commercial 
copy address the child urging him 
to purchase the product in order to 
keep the programme on the air, of 
make similar appeals 

Where clubs are formed they shall 
be carefully supervised in the matter 
of the behaviour of the children and 
the company which they keep. Any 
suggestion of shall 
not be allowed 


Station com 


secret socicties 

So far as medical products and 
treatments are concerned it is sug 
gested that the station /company 
shall only accept advertising matter 
for such products or treatments 
which conforms to the British Code 
of Standards in relation to the Ad- 
verusing of Medicines and Treat 
ments 

Advertisements — of 
services coming within the recog 
nised character of, or specifically 
concerned with, the following should 
not be accepted 


products or 


Any form of speculative finance, 
matrimonial agencies, fortune tellers 


and the like, undertakers or others 
associated with death or burial, 
organisations | companies / persons 


secking to advertise for the purpose 
of giving betting tps, unlicensed 
employment — services registers of 
bureaux, mail order, unless the ad 
vertiser signs. as a condition of the 
acceptance of the advertisement, the 
printed form of declaration supplied 
by the station /company 

Other suggestions are 

No advertising copy or material 
intended for TV presentation in any 
form whatever shall contain matter 
which misrepresents the character 
of the product advertised or its 
suitability for the purpose(s) for 
which it is recommended. 

The 


accept 


will not 
copy of 


Station company 
any advertising 
material intended for TV presenta 
tion which in thew opinion intro 
duces or incorporates statements of 
prices and values not in accordance 
with specific facts or any misleading 
price claim or comparison; matter 
which is barred by the General Post 


Office as fraudulent, deceptive or 
obiectionabl testimonials, either 
written or verbal or in dramatised 
form, unl the station / company 
is Satisfied that the endorser is a 
hona fide user of the product or 
service 
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Club News 


Leeds 


J * 
Still scope for new 
. . 
publishing 

Editor of the Yorkshire 
W. L. Andrews, told the 
Club of Leeds that people who 
attacked the press often had less 
regard for accuracy than the news- 
papers they assailed 

He discounted the suggestion that 
it was impossible now to start new 
papers Ihe most obvious scope 
for enterprise would be in a news 
paper printing coloured pictures 
Although it cost a great deal to 
Start new papers it was false to 
suggest that existing papers repre- 
semted obsolete points of views. 
Such papers would soon be left 
high and dry if they did not keep 
up with requirements 


Post 
Publicity 


Manchester 


U.S. churches big 


advertisers 


It is not unusual 
local newspapers to carry half a 
page of advertisements announcing 
church services, the other half being 
filled with church news, 

Laurence P. Scott, chairman of 
the Manchester Guardian and 
Evening News, reported this to the 
Manchester Publicity Association as 
evidence of a marked revival of 
religion in America, 

Mr. Scott, who recently visited 
the United States, described Ameri- 
can magazines as technically superb 
productions. 


for American 


Bournemouth 


Ads. abroad are 
uneconomic 


Bournemouth prefers to concen 
trate its publicity in this country 
rather than advertise itself more 
abroad, according to W. Birtwistle, 
the town's publicity manager. 

At a luncheon meeting of 
Bournemouth Publicity Club) Mr. 
Birtwistle was replying to some 
points raised by the main speaker, 
rr. H. V. Haydon, director and 
manager of Branksome Tower 
Hotel. 

The law laid down that only the 
product of a halfperny rate could 
be spent on overseas advertising, 
said Mr. Birtwistle. That was £4,000 
per annum in Bournemouth's case 
“a mere drop in the ocean.” 


the 


These models of the Coronation Coach 


Photographed at the Publicity Club of Ireland 
at the Metropole. ‘ 
J. O'Sheehan, director of Publicity 


From left: V. 


M. Woods 


Photo Independent Newspapers Ltd 
40th anniversary dinner, held 
chairman; Mrs. Woods and 


Trish Hospitals’ Trust 


Members of the Berks and Bucks Publicity Club at their annual dinner at 


- 


the Old House Hotel, Windsor. 
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ADVERTISING 
DIARY 


Monday, April 27. 
Pusuicity CLlun oF 
Southern area final, National Public 
Speaking Contest (London V 
Oxford) Waldorf Hotel 6.15 pm 
Tuesday, April 28. 
Pusticity CLUB OF 
Annual mecting 
73) pm 
Wednesday, April 29. 
ADVERTISING CLUB OF 
Annual meeting City 
Cornmarket 6.30 pm 
Thursday, April M. 
PusLicity Ciun oof Lreps 
Speaker: J. H. Horrox, advertising 
manager of Brown, Muff & Co, 
Lid 
ADVERTISING 
ference, Eastbourne (Cunt)! 
Hriday, May 1. 
INCORPORATED 
ASSOCIATION annual 
Torquay (until Monday) 
REGENT ADVERTISING CLUB 
to Lascelles & Co., Ltd 
works 


LONDON 


NOTTINGHAM 
Victoria Hotel 


OXFORD 
Restaurant 


ASSOCIATION ‘on 


Sunday) 


MANAGERS’ 
conference 


Sates 


Visit 
gravure 


| 


if 
Bi 


sent e eee eeeeeeeee 
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the Royal Crown, and the Coat of 


irms, made in sugar by the chief confectioner of the “Queen Elizabeth, 


are appearing in the Thirty Club of London Room of the Advertising ¢ lub 


of New York, for two weeks, 


There was a record attendance 


Berks and Bucks 


Security printing 
A “security” 
Slough 


printer 
branch of the 
Bucks Publicity Club 
bank notes, altering 
card-sharping 

He was J. Glenny of De La Ruc 
and Co., Ltd. “Anyone,” he said, 
“can make a counterfeit banknote, 
provided he has the = facilities.” 
But when he went on to describe 
the facilities in question——special 
size and watermarked paper, speci- 
ally blended inks, priceless copper- 
plate engraving and numbering 
machines—it was evident that th 
small-time forger’s task is not an 
easy one 


spoke to 
Berks and 
on forging 
cheques and 


Women’s Club 


‘Living dangerously’ 


Amusing reminiscences Were given 


by Sir Compton Mackenzie in a 
talk on “Living Dangerously” at 
the monthly dinner of the Women's 
Advertising Club of London. 

Mrs Mollic Coglan (Sales 
Research Services Ltd.), president, 
presided, and Sir Compton. was 
thanked on the proposition of Mrs. 
Havinden (W. S. Crawford Ltd.) and 
Mrs. L. Portch (Moygashel) 


Wolverhampton 


Beattie Cup 


Winner of the Beattie Cup in the 
Publicity Club of Wolverhampton 
public speaking contest was J. 
Corbett (Goodyears), with P. Gomm 
(Goodyears), last year’s winner, as 
runner-up. G. T. Merryweather 
(Goodyears) was third and K. Stace 
(Express and Star), fourth. 

There were eight competitors 
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e SPORT e 
Cup final for 
NABS 


The first cup-final of the London 
Advertising Football League will 
be held on Saturday at Whitcleaf, 
Surrey. The finalists are Warland 
F.C., the combined teams of Dor- 
lands and Armstrong-Wardens who 
beat Samson Clarks S—1 last Satur- 
day, and George Newnes. 

All proceeds are in 
N.A.B.S. The aim is to 
final the winter equivalent of the 
“Two Freds” cricket match. 

The Whiteleaf ground, which has 
a stand, has been hired for the occa- 
sion. Coaches will leave from 
Oxford Circus and The Oval (return 
fare 4s. 6d.). Green Line coach 708 
from Victoria also serves the ground 
as well as bus 197 from Croydon 


aid of 
make the 


and trains from Victoria and London 


Bridge to Whiteleaf station. 

The cup, given by Major G. 
Harrison, chairman of London Press 
Exchange, will be presented at a 
dance to be held at the end of 
May. 


Odhams Press golf 


Odhams Press Golfing Society 
entertained Hazell, Watson & Viney 
Golfing Society at Berkhampsted on 
Saturday in a foursome match, The 
result was a win for Odhams by 
SIX games to none. 

Details (Odhams players first) 
were: G. C. Odhams and M. 
Phillips beat R. Hazell and I. Gunn; 

Rosswick and J. Parrack beat 
F. H. Lowe and L. Viney; D. Pear- 
main and L. Henshaw beat R. Snel- 
ling and L. Maunders: L. Tingey 
and W. Hindley beat H. Sears and 
H. Atkins; H. Simpson and P. 
Odhams beat J. Barnham and W. 
Monroc ; E. Dixon and J. Jarche 
beat G. Lowe and R. Strange. 


The technique of 
explanation 


Describing public relations as the 
“technique of explanation,” John 
Metcalf, managing director of Voice 
& Vision Ltd., told Stockport 
Luncheon Club that the service had 
been created by pressure of events 
in a world “steadily growing 
smaller.” 

During the past years there 
had been a gradual working out, in 
practice, of democracy and we had 
come to recognise that the highest 
court in the Western world was 
public opinion. 

Public relations’ aim was to help 
in guiding this opinion along the 
right lines, diffusing knowledge as 
concisely as possible and bringing 
about a greater awareness in our 
lives of the things that are going 
on all over the world. 


SO 


‘Efficiency’ lunches 
are revived © 


The monthly “efficiency 
luncheons” that used to be held 
before the war by Efficiency Maga- 
ine were revived at a luncheon held 
at the Holborn” Restaurant last 
Thursday. Edward E. Casson, editor 
of the magazine and son of its 
founder, presided. 

Charles H. Blakely, business 
efficiency consultant, took the initials 
of the word “best” as the basis of 
his formula for success in business: 
belief enthusiasm, salesmanship, 
and thought. 
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Nearly 800 have booked for Eastbourne 


At the 30th anniversary party of S. C 


10 right t 
Wool Co., 
Ltd.), 

Peacock Ltd.), 


One 
be used to 


of the which will 


Shreddies. 


New cereal is 


launched 
A new breakfast cereal, backed 


showcards 
introduce 


by extensive publicity, is being 
launched this week by The 
Shredded Wheat Co., Ltd. The 
product, Shreddies. is being 


handied by MeCann-Erickson 
Advertising Ltd. 

Shreddies are being marketed 
in London and the Home 
Counties prior to national dis- 
tribution, They will be supported 
by an extensive consumer press 
and point-of-sale merchandising 
campaign. The first large spaces 
are scheduled to appear in all the 
principal London and suburban 
weekly newspapers during May. 

The new product is only half 
an inch square in size. Three fit 
comfortably into a dessert spoon, 
and one of the slogans will be: 
“Start spooning with Shreddies 
today.” The copy will also stress 
the flavour, ease of preparation, 
and family appeal of Shreddies. 


Boom in air banners 


J. Arthur Rank and Associated 
British Pathé Ltd. together with 
several soap manufacturers have 
placed contracts with Aero Pub- 
licity of Elstree, aerial advertising 
specialists. 

Aero Publicity state that they 
have already a 400 per cent in 
crease over total orders for 1952 


Brough (Levers Cattle Foods Lid.j, F. 
Lid.), R. Hill, E. Brunning and C. Brunning (all of S. C. Peacock 
R. Burns (Lewis's Ltd.), Miss G. 
and Basil Jones (Richard Jones & Co., 


. Peacock Lid., in Liverpool. Left 


Newhouse (Readicut 


Williams, V. P. Doyle (S. C 


Ltd.). 


S. C. Peacock’s 
30th anniversary 


More than 250 guests attended 
a cocktail party at the head office 
of S. C. Peacock Ltd. in Liver- 
poo!, when clients, advertisement 
directors, managers and repre- 
sentatives met to celebrate the 
agency's 30th anniversary. 

The agency was founded in 
1923 by the late Samuel C. Pea 
cock, and special interest attached 
to the presence at the party of 
Charles Latham and his daughter 
Miss B. Latham. governing 
director and director respectively, 
of the “Cakeoma” Co., Peacock’s 
first advertising account. 

From a modest service agency 
working in two small rooms, 
S. C. Peacock Ltd. has grown to 
be one of the largest agencies in 
the provinces, with self-contained 
establishments in Liverpool and 
London, and a staff of over 100 
people. Plans are well advanced 
for futher expansion. 


What Mesias 
thinks to-day 


Tuesday's edition of the “Man- 
chester Guardian” carried a 
11 inch triple advertisement 
placed by “a United States 
citizen in an endeavour to pro- 
mote better Anglo-American 
understanding.” 

The advertisement was booked 
through the “Guardian's” New 
York office by a Manhattan 
reader of the paper. It cost him 
$231 (£82 10s. sterling). 

The advertisement took the form 
of an excerpt from a letter to 
an official of the British Em- 


bassy in Washington. It dis- 
cussed the question of the 
recognition of the Chinese 


Government and explained the 
viewpoint of “many Americans 
on this vital topic.” 

Recently the “New York Times” 
and the “New York Herald- 
Tribune” carried a_ similar 
advertisement from the same 
man. 


CONFERENCE 
RECORD: 


ORGANISERS EXPECT 
CLUBS’ ENTHUSIASM 


Ten days before the opening of the Advertising Association 
Conference at Eastbourne delegate registrations had soared to 
760. Will last minute registrations exceed the 860 of Brighton 


last year ? 
Jones, the Conference 
director-general, 


Organisers of the Conference, headed by A. Everett 
committee chairman, and L. E. Room, 
Advertising Association, believe that a new 


record may be reached and are making their plans accordingly. 


Earl Marshal’s 


interest 


The Duke of Norfotk, the $ 
Earl Marshal and Lord” 
Lieutenant of Sussex, has 
written specially to Claude 
Simmonds, the public rela- 
tions adviser for the Confer- 
ence of the Advertising Asso- 
ciation, to express his great 
interest in the Conference and $ : 
to say that, had it not been for : 
his work in connection with 
the Coronation, he might have $ : 
been able to have been’ 

present. 


NEW AGENCY 


A new advertising agency 
been formed under the name of 
David Macaulay Advertising Ltd. 
Sole director is David Macaulay, 
formerly a partner in McLeish & 
Macaulay, colour photographers 
and advertising designers 

This partnership has now been 
dissolved but G. M. McLeish is 
carrying on the business under 
the original name 

Members of the staff of David 
Macaulay Advertising include 
Oliver Salman, formerly with 
Ripley Preston & Co., Ltd., as art 
director; R. T. E. Upton, late of 
Smedley Advertising Service Ltd., 
as media buyer and account 
executive; and Peter Muttlebury, 
of the Robert Freeman Co., Ltd., 
as production manager 

The accounts being handled by 


seccceseeesees. 


sece 


has 


this new agency include Gray's 
Carpet & Textiles Ltd., which in- 
cludes nine member companies 


of the Gray's group, Dean’s Rag 
Book Co.,. Ltd., who are claimed 
to have been the first to re- 
introduce rag books to the con- 
sumer market after the war, and 


Martyn H. Fisher Ltd. nylon 
stocking and hosiery manufac 
turers 


(See Mainly Personal pane 174) 


The enthusiastic co-operation 
of the Club movement with the 
Advertising Association is assured 

In a message to the Advertis- 
ing Association, W Hamp 
Hamilton, chairman of the Club 
Development Committee, says 

“L invited Mr. Everett Jones to 
address the January meeting of 
the Club Development Com 
mittee on the subject of the 
Eastbourne Conference. The pro- 
gramme was given a free and 
frank discussion There were 
criticisms and suggestions 

“This additional liaison was a 
success and delegates returned to 
their clubs with the fullest pos 
sible information. I believe a 
better all round representation of 
the clubs will attend Eastbourne 
as a result 

“We of the Club movement 
regard this event as the Head 
Office Conference and as is our 
duty will give it our utmost 
support 

“Too many in advertising, 
principally seniors, hold the 
Opinion that some gap exists 
between the Advertising Associa 
tion and the Clubs. That is sheer 
imagination, The ties which bind 
US Were never stronger. 

“Quite a number of those who 
will attend this conference are 
not members of any club. If 
they could be brought into the 
movement 1 helieve that their 
efforts on behalf of the Advertis- 
ing Association would have 
greater ultimate effect.” 

Harold Boulter, chairman of 
the Publicity Club of Sheffield 
writes: “Certainly 1 would not 
miss the Eastbourne Conference 
and I expect a strong delegation 
from Sheffield. The annual Con 
ference of the Advertising Asso- 
ciation affords an invaluable 
opportunity for all those who 
work a long way from Fleet 
Street to freshen up their con- 
tracts and to keep abreast of 
trends which affect all of us 
engaged in advertising.” 

* See page 146 for prizewinners 
in the Conference Opinion Poll 
renin 


RULING ON WHOOPING COUGH ADS. 


Advertisements for whooping 
cough medicines and for slim- 


ming are the subject of new 
rulings by the British Code of 
Standards Committee. 

The restriction on whooping 


cough medicines or products does 
not apply when the reference to 
whooping cough appears only on 
labels or in literature issued with 


the product, and claims merely to 
alleviate the symptoms 

Ihe reference to slimming 
reads: “No advertisement should 
offer any medicinal product for 
the purpose of slimming, weight 
reduction or limitation, or figure 
control. Medicinal products in- 
tended to reduce appetite will 
usually be regarded as being for 
slimming purposes,” 
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News About People 
East Midland 2,0, “ai Set 


Group appoints 
new directors 


New directors have been ap- 
pointed by bast Midland Allied 
Press) Lid., consequent on the 
Group's considerable — expansion 
since it was incorporated six years 
“go. 

In operating the control of the 
Group, R. P. Winfrey, managing 
director, will now have the assist 
ance of three executive directors 
tk. Smedley, who has been executive 
director for the last three years, 1s 
joined by F. A. Cooper, general 
manager of Northamptonshire 
Newspapers Lid., publishers of the 
Northants Evening Telegraph and 
associated weekly papers, and 
secretary of East Midland Allied 
Press Lid., and C. W. H. Aldridge, 
managing editor and director of 
Lincolnshire Free Press Lid 

R. Parkin, editor-in-chicf and 
director of Northamptonshire News 
papers Lid., and F. G. Felce, 
manager and director of Northamp- 
tonshire Printing & Publishing Co 
lid., will advise the board on 
editorial and printing = matters 
respectively, 


Bristol paper’s 
birthday honours 


Coinciding with its 21st anniver- 
sary celebrations, the Bristol Even 
ing Post announced two important 
changes within the staff. W. EF. 
Knight relinquishes the post of ad- 
vertisement manager to become 
assistant general manager, and ts 
succeeded by his assistant, H. H. 
Hodges. 

Mr. Knight began his career with 
a Bristol advertising agency in 1905, 
Six years later he joined the old 
Bristol Times and Mirror and Even- 
ing Times He has been with the 
Evening Post since its foundation 
im 1932, being in charge of adver- 
tising since 1945 

The new advertisement manager, 
Mr. Hodges, was appointed assistant 
in 1940.) He also started with the 
Times and Mirror, w 1914, and con 
tinued from 1932 with the Evening 
Post. 

* * * 

Arthur Bill, publisher of the Daily 
Mirror, and FE. G. H. Davies, deputy 
director of personnel, have just 
returned from an extensive three 
weeks tour of Canada and U.S.A 

* * * 

After 48 years’ service with 
Gordon & Gotch (Australasia) Lid 
Harold J. Taylor, who has been 
general manager of the company 
since 1944, has retired. He has been 
succeeded by F. A. Hlingworth who 
joined the company in 1925 and who 
has been assistant general manager 
for the past two years 

a * . 

Jack Swaab, overseas manager of 
Foote, Cone & Belding Lid.—-now 
fully recovered from his illness in 
1952 -leaves on Monday on the tirst 
leg of an extensive South American 
tour, during which he will visit 
Jamaica, Venezucla, Peru, Chile, 


will be discussing advertising plans 

with B.O.A.C. sales managers and 

L_C.B.'s affiliate advertising agencies 

in each South American country 

the trip involving over 17,000 miles. 
* * 


Michael Manton, who has been 
London manager of Stronachs Ad 
vertising Since 1951, Icaves to join 
W. S. Crawford Lid. on May |} 

* * * 

C. B. Wrey, chairman, executive 
committee, Incorporated Society of 
British Advertisers, and Alan Whit- 
worth, director, will represent 
1.S.B.A. at the first European Con- 
vention of Advertisers at Stresa. 
* * * 

Luke, chairman,  Bovril 
lid.. is to represent his company 
in the Incorporated Society of 
British Advertisers in place of the 
late S. P. Dormar 


H. O. Borrell 


succeeds H. |. Holker 


Hf. O. Borrell has been appointed 
northern advertisement manager of 
the News Chronicle. We succeeds 
H. ft. Hotker who has returned to 
London to become senior represen- 
tative Mr. Borrell was with the 
News Chronicle from 1942-1948. He 
rejoined the company at the begin- 
ning of this year after five years on 
trade and national media. 

* * * 

W. Rupert Smith, who for th 
lust four years has been well known 
m northern advertising circles as 
idvertisement 
manager of . 
the Warrine Tne 2. a 4 
ton” Examiner 
series, has 
been appoint- 
ed joint: assis- 
tant advertise- 
manager of 
the Evening 
Express, Liv 
« rpool This 
is a continua- 
ton of the 
policy adopted 
by ‘ ° 
Booth, the 
udvertasement 


manager, for strengthening his ad 
vertisement — representation Mi 
Smith will work in conjunction 


with C. Wharf, who joined th 


Evening Lvpress last year 


Aprit 23, 1953 
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Secretary gets lamp 
for long service 


A presentation of a table lamp 
and an opal ring has been made to 
Miss Dorothy Watmuff ino recog 
nition of her 27 years’ service with 
Bradford & Dhystrict Newspaper 
Co., Lid., Bradford. Miss Watmufl 
has been secretary LO =SUCCESSIVE 
advertisement managers of the firm 
for over 20 years G. H. Howe, 
advertisement manager, made the 
presentation Miss Watmulf has 
left to take up an appointment as 
assistant to the advertisement man- 


aver of the Wool Record. 
* * * 


John Ryan, vice-chairman, Metal 
Box Co., Ltd., has been nominated 
to the council of management of 
the Scientific Film Association. 


* * * 


Douglas John Hawkeswell Clarke 
and George Miles, formerly trading 
in partnership as Commercial Photo- 
vraphers under the name of Studio 
Five at ‘Sd Shepherds House, 
Shepherd Street, Mayfair, announce 
that the partnership between them 
has been dissolved. Mr. Clarke will 
trade as a commercial photographer 
it Sd Shepherds House under the 
name of Studio Five and Mr. Miles 
as a commercial photographer under 
the name of George Miles Ltd., at 
94/98 Petty France, S.W.1. 


Off to America 


H. C. Longley, governing director 
of the Birmingham agency of H. ¢ 
Longley Ltd., has gone on a two 
months tour of Canada and 
America 


* * * 


The council! of the Audit Bureau 
of Circulations gave a luncheon at 
the Holborn Restaurant last Thurs- 
duy to say farewell to Maurice 
Webb, secretary of the Bureau since 
January, 1951. John Coope (chau 


man) presided The immediate 
past chairman, EF. - Lever, 
thanking Mr. Webb for his services 
to the Bureau, referred especially 
to the record membership figure 


New oflicers for the Packaging Institute 


At annual meetings of midland 
northern and southern areas of the 
Institute of Packaging. the following 
have been elected officers 

Midland: Chairman: HL. Sefford 
(director, Wm. Gosling & Son Lid 


and W. & H. Gosling): vice-chair 
mans EB. W. Higgs (Samuel Jones 
& Co., Lid.); hon. secretary: A. J. 
Clayton (packages adviser, LC. 
Lid.. metals division); hon. trea- 
surer: S. C. Pitt Goseph Lucas 
Lid); PRO V. Radclitle (Sic 


node Ltd.). 
Northern: Chairman: A. W. Cox 
(director, Gloy & Empire Adhesives 


Lid.); vice-chairman: A. F, 
(packages and = materials 
vdvis rs section 14 ! 
secretary: A. J. Melnnes (packages 
and materials handling adviser’s 
secuion, LC. Lid.); hon. treasurer 
C. Swinbank (1-C.1. Lid. dyestuffs 
division) 


Much 
handling 
Ltd.); hon 


Southern: Chairman 


(sales service manager 


J. Schwartz 
British Cello 
phane Ltd.); vice-chairman: O. R. 
Pigott (1.C..1. Lid. plastics division): 
hon. treasurer: J. A. Kind (Venesta 
Lid); hen secretary Norman 
Phillips (Metal Box Co., Lid). 


Borrell W. E. 


Knight H. H. Hodges 


A. Lyons has been appointed to 
the newly-created post of general 
manager of British & International 
Addressing Ltd., direct mail speci- 
alists H was formerly works 
manager and has been with the 
orgamisation since 1948, 

* * 

James Murray, advertising man 
ager for the past six years with 
Robert Pringh «& Son Lid 
Hawick, has joined the London 
office of Spicers Lid. as assistant 
to the advertising manager. Mr. 
Murray edited the Pringle Bulletin. 
He is succeeded by Jack Lyle. 


Master Printers 


name new president 
Kenneth B. Reid, vice-president, 


the British Federation of Master 
Printers, will succeed F. Russell 
Baylis as president if the unani- 


mous recommendation of — the 
bederation’s council is approved at 
the annual meeting in May. Mr. 
Reid is joint managing director, 
Andrew Reid & Co., Ltd., New- 
caste upon Tyne. Recommended 
for vice-president is Geoffrey C. 
Griffith, chairman and managing 
director, W. P. Griffith & Sons Ltd., 
London and Bedford Sir Guy 
Harrison and Edmund Arnold are 
again named as hon. treasurer and 
assistant hon. treasurer 


* o * 


Paul EF. Henault, formerly genera! 
sales controller of the C. & 1 
Layton group of companies, has 
joned B. Dellagana & Co., Lid 
the process engravers, typesetters, 
clectrotypers and stercotypers, estab 
lished in the City of London for 
over a century. He will be opera 
ting on the sales side 


* * * 


IIPA council 


The 1953-4 council of the Institute 
of Incorporated Practitioners in 
Advertising, elected at the annual 
meeting last week, 1s as follows 

Representing Incorporated Prac- 
titioners: H. T. Appleton, F. E. 
Ball, Fk. W. Barney, N. Gordon 
Boggon, R. B. Browne, F. Ward 
Burton, J. B. Crabbe, W. K. Cramp- 
ton Chalk, V. P. Doyle, Sir Patrick 
Gower, J. Fk. Harrison, Wm. Hinks, 
A. Everett Jones, J. P. NeNulty, 
Norman Moore, W. E. Osborne, 
Hl. A. Oughton, G. S. Royds, D. M. 
Saunders, H. G. Saward, R. C. 
Sykes, P. H. Thomson, C. Harold 
Vernon, Sinclair Wood. 

Representing Registered Pract: 
tioners a @. tees, €. €. 
Knights, Max Ritson. 

Representing Fellows and Asso- 
ciates: D. A. Bain, H. Guy Biddle, 
G. Butler, R. S. Caplin, C. R. 
Casson, R. G. Hervey, Brian F. 
MacCabe, R. O. Morris, R. H. 
Sharp, P. L. Stobo, G. Warden, 
A. M. Wilkinson. 

The new president will be chosen 
it the council meeting on May §. 
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‘There’s one reason 
they have money to spend 


- With the highest daily net sale in 
They ? 


the world, the DAILY MIRROR 
The working class. We were discussing them. Look at 
those chaps digging away on their allotments. They’re from offers the most powerful mass 
the council estate. They don’t a// grow their own vegetables 
| of course, but those who do must save pounds. They live 
in subsidised houses too. daily newspapers at the lowest 


market coverage in the history of 


Ys, youre quite right. Theyre the people with the money to square inch per thousand rate of 
spend these days. all national dailies. 
Mind you, there are still quite a few hard cases, but by and 
large, working class purchasing power is incredibly high. 
In many cases there are two, three and even four workers in 
a family. If they want a new wireless .....a television 
eee a washing machine, they club together and buy it. 
They re the mass market, my boy, the only market worth When planning 
bothering about in my opinion. 

your schedules, 


you MUST include 


DAI 3 M I R R O R THE DAILY MIRROR 
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Newspaper Society president on ‘a new 


enthusiasm for advertising’ 


‘WE MUST SEEK TO OPEN DOORS 
SHUT BY NEWSPRINT SHORTAGE’ 
EWSPAPERS should stress the value of their advertising 
space in helping exports through building up a healthy 

home market, T. G. Moore, the Newspaper Society’s new 
president, said at the Society’s annual meeting yesterday 


(Wednesday). 


He said that a healthy home 
market aided the production of 
export goods and, with raw 
materials in better supply, there 
were the incentive and the oppor- 
tunity for the average worker to 
buy branded goods. 

“Surely here is the opportunity 
for making it known that most 
of us have 
advertising 
space to offer 


which will 
sell the 
goods in the 
most effec- 
tive man- 
ner,” he said. 
‘We must 


bring a new 
enthusiasm 
in our ap 
proach to 
adve rtising 
and seck to “yo 
open doors Pr. G. 
that have 

been closed to us for some years 
because we have had little or no 
space to offer as the result of 
newsprint shortage.” 


Co-operative promotion 

The Society's annual report 
stated that increasingly competi- 
tive conditions will tend more 
and more to align the interests of 
all categories of local newspapers. 
Such a trend will undoubtedly 
permit a fuller development of 
co-operative promotion 

Mr. Moore, who — succeeds 
Kenneth Brown (Hornsey 
Journal) as president of the 
Society, was appointed general 
manager (South) of Portsmouth 
and Sunderland Newspapers Ltd. 
in 1943. In 1944 he was elected 
to the council of the Newspaper 
Society, 

He has been president, Press 
Advertisement Managers’ Asso 
ciation and chairman, National 
Advertising Benevolent Society, 
and is a member of the council of 
the Advertising Association and 
of the Audit Bureau of Circula- 
tions. 

The new senior 
is W. Geoffrey 


Moore 


vice-president 
Smith, general 


manager of W. & H. Smith Ltd., 
publishers of the Evesham 
Journal and Four Shires Gazette. 
Malcolm Graham (Express and 
Star, Wolverhampton) is junior 
vice-president, H. G. Clarke 
(Leamington Spa Courier) is hon. 
treasurer. Eric M. Clayson, Birm- 
ingham Post and Mail, was 
elected an hon. vice-president, 

(See Mainly Personal page 174) 


3-D ADS. FOR 
UNDERWEAR 


Latest developments in printing 
techniques will lead to the use of 
3-D illustrations in advertising a 
wide range of clothing, from 
filmy diaphanous underwear to 
coarse corduroy, states H. E. 
Boehm, managing director, W. 
Walker & Sons (Associated) Ltd., 
of London. 

Mr. Boehm’s firm has had 15 
years’ experience in producing 
3-D pictures and has printed 
nearly 10 million children’s books 
with 3-D illustrations. 

3-D prints are particularly well 
adapted for illustrating plant 
equipment and manufacturing 
processes, but Mr. Boehm says 
the range of their use will be ex- 
tended to a wide field of house- 
hold goods and other consumer 
products, 


Research needs no 
interpretation 


A market research — report 
should not need interpreting, ac- 
cording to Michael Lyster, re- 
search manager, Alfred Pember- 
ton Ltd, 

In a talk to the British Sales 
Promotion Association he said 
that if interpretation were needed, 
either the research had been 
badly planned or, more likely, the 
fundamental problem had not 
been properly determined in the 
first place. Solving the problem 
was a matter of correct diagnosis, 
depending on a correct evalua- 
tion of the symptoms. 


Creators of 


DESIGN -PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 


1.1.P.A. week-end 
course at Durham 


At the Institute of Incorporated Practitioners week-end course at Durham. 


Top, members of the directing staff. 
Burton, C. 


Left to right 
B. Bagg, R. 8S. Caplin, Howard Wadman. 
syndicates presenting ws advertising scheme, 


Eric Brown, E. Ward 
Bottom, one of the 
Story of the course, page 169 


Guinness are using Coronation 
bottles for overseas markets 


Brewers are completing mar- 
*heting plans for special Coro- 
nation brews. 

Guinness Exports Ltd. are 
sending specially designed bottles 
to overseas markets, 

[he bottle uses a gold foil 
capsule, embossed with royal 
crowns and the words “Elizabeth 
1953." A red, white and blue 
strap ribbon, finished with red 
and gold seals, runs under the 
foil, the seals falling into em- 
bossed spaces on the shoulder. 
The traditional Guinness trade 
mark label is framed in an em- 
bossed cartouche, supported by 
the heraldic Lion and Unicorn 
On the reverse side is the insignia 
“ER 1953." Running round the 
base is the wording “Bottled in 
Coronation Year, 19§3." 

The designs were produced by 
S. C. Peacock Ltd. (Liverpoo)), 
agents for Guinness Exports Ltd. 
The moulds and bottles were 
made in the Garston Glass Bottle 
Company's works at Liverpool, 

Posters are now appearing in 
the Midlands for a new Golden 
Age ale produced by James Hole 
& Co., Ltd., of Newark-on-Trent. 
Press advertising is also being 


placed by the agents, J. W. Rud 


(Showcards) 


dock & Sons Ltd., Lincoln, and 
showcards are being distributed. 

Taylor Walker's are introduc- 
ing a special Coronation Ale. The 
label on the bottles has been 
designed by T. H. M. Partners 
Ltd. Showeards are also being 
distributed by the agents. Erwin 
Wasey & Co., Ltd. 

Watney are not launching a 
special Coronation ale. They are 
using Export Ale, recently intro- 
duced to this country, for the 
purpose. It is similar to other 
Coronation brews——a strong light 
ale sold in nips. Publicity is con- 
fined to a showcard. Foote, Cone 
& Belding Ltd. are the agents. 

Another brewer utilising a 
brand already in existence are 
Barclay, Perkins & Co., Ltd., 
who will boost their Festival Ale 


Baby weigher 


Unusual “give-away” issued by 
Trufood Lid. is a plastic Obstetric 
and Infant Weight Calculator. Size 
4 in. x 2} > n., MH oiMcorporates a 


rotating graduated disc. 


The calculator is distributed to 
doctors, midwives and nurses. 
Rov R. Bignell is Trufood's ad- 


vertising manager. 
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Advertisement Rates: £125 in black and white; £175 in colour. 


THE NATIONAL MAGAZINE COMPANY LIMITED, 28-30 GROSVENOR GARDENS, LONDON, 8.W,1 
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Conference Opinion Poll: Prize-winning 
competition ideas 


Practical plans with novel touch 


RIZES have been awarded to the following entrants in the 
“Advertiser’s Weekly” Conference Opinion Poll Competition 
for their suggestions for improving advertising conferences: 


Firat Prize £25 


JOHN FERGUS, c/o Peter A. 
Menzies (Edinburgh) Ltd. 13 
George Street, Edinburgh 2 
(advertising agency). 


Prizes of £5 


LT.COL. A. H. AUSTIN, 
Francis Nicholls Lid., 
Birmingham (advertiser). 

MAX T. FRIEND, c/o Gran- 
thams of Reading (advertising 
agency) 

JOHN A. MAJOR, c/o Clif- 
ford Bloxham & Partners Lid., 
London (advertising agency) 


ANCLIFFE PRINCE, Dorset 


House, Stamford — Street, 
London (publishing) 

NX. R. RAE, Walthamstow 
(advertising agency). Mr. 
Rae was the only entrant 
under 30 to gain a major 
award. 

Free Registrations for East 


bourne Conference, or cash in 

lieu (open to entrants under 30) 

Philip Barron, London, W.8 
(advertising agency) 

Alan Betts, London, W.1 (ad- 

vertising agency). 

A. C. Bermel, Woolwich (ad- 

vertising agency). 

L. W. Bolden, Finchley (adver- 

tiser). 

O. H. Bragli, London, W.2 (ad- 

vertuser). 

Ben Brickman,  CGireenwich 

(advertising agency). 

Mrs. J. Courtney-Lewis, Don- 

caster (outdoor advertising). 
D. E. Darroch, Liverpool 
(suppliers) 

Roger S. Newton, Wilmslow, 
Cheshire (advertiser) 

Tony Wilson, London, N.W.8 
(advertiser). 

Mr. Fergus, who is managing 
director of Peter A. Menzies 
(Edinburgh) Ltd., ts chairman of 
the Scottish branch, L.1.P.A. He 
is a former hon. secretary of the 
Publicity Club of Glasgow and 
a former lecturer on advertising 
subjects at the Glasgow and West 
of Scotland Commercial College. 

He has asked that his prize 
money be handed to H. T. 
Appleton, N.A.B.S. steward for 
the LLP.A., as a donation to 
N.A.BS., 


This will 


be arranged Mr. 


Fergus, owing to other engage 
| ments, iS unable to 
Eastbourne Conference, but the 


cheque will 


be 


attend the 


handed, on his 


behalf, to Mr. Appleton when the 


prizes are 


presented 
Judges for 


the c 


ompetition 


were A, Everett Jones, chairman, 
Eastbourne Conference Organis 
ing Committee, | 


director-general, the 
and the 


Association, 


ADVERTISER'S WEEKLY 
When assessing the 


the suggestions, they 


practical ideas with a 


of novelty, 
award those 


ated in detail. 


[he winning 


and sel 


Room, 


Advertising 


Editor of 


merit’ of 


looked for 


n element 
ected for 


which (while they 
did not necessarily endorse them) 
they deemed worthy of considera 
tion by Conference organisers 
How choice was made 
Many entrants submitted more 
than one suggestion, and in many 
cases the suggestions were elabor 


Ihe judges were 
therefore obliged to be selective. 


SUugrestLIONS 


repre 


sent, either a choice from several 


submitted, o1 


a summk 


ivy of an 


idea explained at greater length 

Of the total entry 
ceived, 109 contained suggestions, 
being completed 


the remainder 
in respect of 


the que 


forms re 


stionnaire 


only A number of ideas were 


submitted = by 


competitor, 


more 


In such 


than one 


cases the 


Whe £25 Idea 


Big conferences every second or 
third year: Group conferences 
in years between 


Advertising Association Conferences 
tend to get too big. 
suggest a fully-fledged conference every 
second or third year, with a series of 
main sessions addressed by leaders of 
industry and advertising, and, 
intervening years, week-end group con- 
ferences for the different sections. These 
could be arranged by the Advertising 
Association in 
sectional organisations concerned. They 
would provide an opportunity for dele- 
gates to meet others of like interests. 


By John Fergus 


1 would therefore 


in the 


conjunction with the 


one best expressed was chosen 
for the “short list.” 

Suggestions from the £5 prize 
winters were: 

Lt.-Col. A. H. Austin: 

One evening session could be 
devoted to a precis or a summing- 
up of a hypothetical advertising 
campaign. This could be worked 
up into one of the “high spots” 
of the conference. If well handled 
it would undoubtedly merit an 
outside broadcast on television 
under the tithe “How an Adver- 
tising Campaign is Born.” Such 
an event would provide an op- 
portunity for advertising to “sell 
itself” to a vast public that knows 
litthe or nothing of its intricacies. 
Max T. Friend: 

Give the deliberations of the 
Conference a significant purpose 
by drafting, and proposing from 


The judges at work 
oo t 


Weekly 
Everett Jones, 


Room 


chairman, 


Left to right: 


C. D. Rant, Editor, 


‘Advertiser's 


director-general, the Advertising Association; A. 


Fasthourne 


Conference Organisine Committee. 


With them on extreme right is John Sime, joint managing director, Business 
Publications Lid., host at a luncheon to the judges. 


the “platform,” a “Motion of the 
Year.” Dealing with a subject 
affecting the whole advertising 
community, this should be con- 
troversial enough to form the 
basis for serious debate and not 
be just another pious resolution. 
John A. Major: 

At each conference there could 
be a number of “closed sessions” 
at which delegates could wrangle 
among themselves, on points 
raised in “open forum,” for the 
betterment of the profession. 
Ancliffe Prince: 

In skilled hands the presenta- 
tion of salient points of advertis- 
ing practice in dramatic form ts 
one of the most effective means 
of fixing these in the minds of 
conference-goers. With this 
thought in mind, use should be 
made at advertising conferences 
of short Plays, “lightning” 
sketches and scripted dialogues. 
N. R. Rae: 

To attract more younger mem- 
bers of our profession to attend 
and take an active part in confer- 
ences, a regular management 
subscription to the Conference 
Committee should be arranged 
This would allow a subscriber to 


Results of the Conference 

Opinion Poll, disclosed by the 

replies to the questionnaire, are 
given on pages 154—156 


appoint, say, two younger adver- 
tising enthusiasts on his staff to 
attend each conference. It would 


also give the Conference Com- 
mittee a source of regular income 


CAPITAL FELLOWS 


READ THE “I.C.”’ 


GEORGE BULLOCK 


Advertisement Manager 


INVESTORS’ 
CHRONICLE 
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Winsor & Newton Ltd London England 
- «=~ Winsor & Newton Inc New York City USA 
Winsor & Newton (Pty) Ltd Sydney Australia 
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COMPETITIVE TV. 


First reaction to the LLP.A. 
1.8.B.A. plan for “competitive” 
TY is that this is a masterly 
achievement. If the Govern- 
ment, as there is good reason 
to expect, accepts the pro- 
posals, advertising should 
have, probably by early 1954, 
a new and powerful medium. 

The scheme piaces responsibility 
for programme production, 
selection and control square!y 
on the shoulders of the trans- 
mitting station licensees, Spon- 
sorship, as generally under- 
stood, is rejected, but stations 
are not debarred from = con- 
sidering programmes or sug- 
gestions from advertisers. 


Compromise 

This typically Britis: compro- 
mise should benefit all parties. 
Stations would have every in- 
centive to provide good pro- 
grammes and so attract big 
audiences, and would enjoy the 
utmost latitude in programme 
planning. Advertisers as a 
body would benefit, because 
those with modest as well as 
substantial budgets would be 
able to use the medium, 

It is an expedient compromise, 
too, because it removes any 
fears, however unwarranted, 
that advertiser sponsorship 
might debase programme 
standards. 

In urging that at the outset the 
number of transmitting licences 
should be strictly limited, the 
organisations responsible for 
the report are surely right. 
Good programmes cannot be 
expected unless the stations 
have the revenue needed to 
pay for them. 


Stimulus 


This revenue will not necessarily 
come from existing appropria- 
tions--except perhaps at first. 
Experience goes to show that 
the advent of a new medium 
stimulates advertiser spending 
so that other media suffer no 
ultimate loss. 

As Mr. Gammans told the News- 
paper Society, in the United 
States where there is nothing 
but sponsored radio and 1V- 
the amount spent on news- 
paper advertising has gone up. 

Working together through their 
respective organisations, agents 
and advertisers have, for the 
first time, planned for the 
future of advertising. The 
result is such as to suggest that 
such co-operation might well 
become habitual. 


UR friends across 

Atlantic have coloured 
our Own civilisation to quite 
a degree. We hum their tunes; 
we adventure at the cinema in 
two (and now three) dimen- 
sions in their great cities, bound- 
less plains and burning deserts; 
We know their authors and play- 
wrights; we understand _ their 
racy idioms; many of us (exclud 
ing the writer!) can even pro- 
nounce Arkansas accurately; and 
everyone knows what an Ameri 
can advertising agency looks like, 
and how an American account 
executive works. 

In the films he always gets the 
“big idea” which is going to sell 
a million extra or something or 
other by a series of circum- 
stances that add up to what he 
calls a hunch Never—to my 
knowledge—is the hero of the 
story a research man. 

There is a moral here. 

The public has an inborn dis- 
trust of the tabulating expert. 
The public stubbornly refuses to 
identify itself with that papier 
mfché monstrosity the man in 
the street. The public refuses to 
love the robot. But the public 
does love the “character,” the 
individual, the “card.” It knows 
that its own corporate being is 
made up of millions of people, 
each one supremely and happily 
different. That is why even our 


the 
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Wh Common touc 


American friends. with their great 
love and admiration for unifor 
mity, do not try to make a human 
hero of a paper ideal They 
know it wouldn't work 

For these reasons | make a 
plea for the selling idea that is 
naturally “born” in preference to 
ecm 


GUEST COLUMN 
by 


Sir Patrick Gower, 


Chairman, Charles F. Higham Ltd. 
Sh em 
a selling idea built up from a 
number of “determined facts.” 
These facts we must have, it goes 
without saying. 

The research worker is a valu- 
able member of any advertising 
team. He is like the keyboard 
of the piano. He gives us the 
notes for our creative thinking. 
But the “tune” should be freely 
conceived, The sales song must 
live and it must be born of warm, 
human instincts which stubbornly 
refuse to be measured-——the in- 
stincts of love, hate and courage, 
and fear that are in every one of 
us. 

If the creative advertising man 
recognises these great moving 
forces in himself and his fellow 
creatures, he will know as natur- 
ally as man turns to the light the 


To-morrows TOPIC. 


® Some big = advertisers are 
already planning to extend 
their avvrovriations next year 
to cover the cost of advertis- 
ing on competitive TV. 
Big developments are pend- 
ing in the ownership of 
local newspapers. Offers to 
buy are being received by 
provincial weeklies with 
good printing facilities from 
national publishers. 
It is estimated in trade circles 
that the reduction in purchase 
tax announced in the Budget 
will mean a cut in prices of 
stationery items of about five 
per cent. The reduction should 
benefit the paper trade in 
general, 


The Television Society is to 
build its own transmitter to 


put out sales propaganda to 
the Continent in an attempt 


to boost the 
British TV sets. 


export of 


There will be no sudden spate 
of rate reductions following 
the Express group's 10 per 
cent rebate announcement. 


Signs are that several adver- 
tising battles which have 
raged intermittently over 
the past two years will be 
renewed with even greater 
intensity Detergents and 
soft drinks will take the 
lead. 


A detergent manufacturer is 
telling retailers that over 
£2 million is to be spent on 
publicity for one product. 


ROUND TABLE 
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in selling 


right chords to strike for the men 

and women for whom he is creat 

ing his siren tune of “this is good 
come and get it.” 

All the great advertising 
themes of the past have contained 
in themselves a profound human 
appeal. They succeeded because 
a person—the creative man—was 
talking to a person—the prospec 
tive purchaser. They succeeded 
because the copywriter talked 
humanly and persuasively about 
the pleasures and/or conveniences 
the product would confer upon 
the purchaser. 

Which brings me to my second 
point—the necessity to sell. The 
days are gone when we were the 
only people in the world with 
superb manufacturing skill and 
an eager world beat a score of 
paths to our door, forming 
queues for everything we made 

Our manufacturing skill is still 
second-to-none, but our publicity 
is Stull not good enough. We must 
extol the virtues of those goods 
we make which are competitive. 
We must no longer consider 
advertising a kind of  after- 
thought. The advertising -the 
“selling-thinking”—-must start 
with the blueprint of the product 

Questions should be asked 
before that product is_ finally 

, such as “Who will want 


are the public’s prefer 
ences for this type of product?” 
“What colours shall we paint it?” 
“What are its competitors 
“Are they good?” “Where are 
they poor?” and so on 

The manufacturer should know 
that advertising is as much a part 
of his product as the raw material 
from which it is made. He should 
give advertising the time that it 
dese rves. 

And this “advertising” is not 
just an advertisement or series of 
advertisements in the press. It 
starts, as I] have said, with con 
sumer-preferences considered and 
incorporated in the beginning. It 
must inform and convince the 
wholesalers and the retailers. It 
must inform and convince the 
public. It must never cease. Its 
job is to continue to persuade 
everyone connected with the pro 
duct for as long as that product 
is made 

And if the men whose job it is 
to provide this publicity remain 
humble in their cleverness and 
retain Kipling’s common touch, 
then advertising will bring in 
creased prosperity to our Com 
monwealth and an increasingly 
better way of life to our people 


»” 


ENLARGEMENTS 


OF ROYAL PORTRAITS for display purposes 


No increase in 


print charge for 


Coronation work 
Telephone Waterloo 6544 or write for price list to: 


CARLTOGRAPH DEPT. ° 


Carlton Artists Ltd. 44-50 Lancaster St. London, s.£.1 
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4. “But certainly, Madame”, says the assistant, taking a 
sampler from behind the Display Unit. 


“What attractive lipsticks . . . 


P 


age? 


fet: Bs —— 
¥ : tie. ¥ 5. “You like it, Madame?”’. The sale is made. 


_ 


a 


. ~~ J a" feta * e 
6. Er voila tout! A lipstick showcase, with a pilfer-proof 
j ‘ ; ' plastic cover (because, you know, Madame is sometimes 
a “ naughty) and a nameplate that locks the cover and hides the 
“Yet that shade is adorable . . . | must try it!” samplers behind. Jour simple! Tout Goodman'! 


A combination of original creative thinking and a quarter-of-a-century’s practical experience can 


work wonders for your Display and Exhibition problems. In addition, we provide Silk Screen 


and Photographic services unequalled in quality, competitive in price. This time try EUSton 5351 


Leon Goodman Displays... 


HOUSE OF IDEAS + 119-125 WHITFIELD STREET » LONDON W1 * EUSTON 5351 
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VARY THE TUNE WITH THE 


* WORLDS FAVOURITE SOUP! 


> 


ie 


v 


4 ve reieinegs pur 17 on vos wnRELY emorrine LST 


This Batchelors’ Soup advertise 
ment would surely get a unani 
mous thumbs-down if it) was 
tested by being shown to a 
women's jury or panel, .. Medals 
are due to everyone concerned 


* 
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THE COPY 


{jp you listen to the radio 

programme about adver- 
lising a week ago last 
Monday? It was all very 
entertaining, and Kenneth 
Horne was a powerful bats- 
man on our side. Almost be- 
fore a googly or a bumper had 
left the bowler’s hand he was 


sROUP 


SOUTH EASTERN 


CHATHAM 


GAZETTE OBSERVER 
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THEY LOVE 


ready with the soft answer that 
turneth away wrath. 

To me the most significant 
thing about the whole proceedings 
was the reaction of the audience 
to a direct mention of one of the 
biggest and most successful of 
all the current advertising cam 
Paigns 

The speaker attacked the cam 
paign. He said that it induced 
fear and hypochondria and tended 
to turn us into a nation of 
neurotics and the audience 
whole-heartedly agreed with him. 

This is interesting because it 
seems lo support a helief that 1 
have entertained for a lone time 
without finding a way of putting 
it to the proof—the belief that 
a campaign which arouses strong 
emotions is apt to be a strong 
selling campaign, even if some 
of the emotion is antagonistic 


Death of a 
thousand cuts 


From time to time we have al! 
watched an apparently strong 
and virile campaign being emas 
culated or put to the death of a 
thousand cuts because some 
timid soul is afraid that some 
body, somewhere, might con- 
ceivably be offended. The dis 
aster can seldom be averted. but 
it will always be a comfort to 
remember that this particular 
campaign Was a resounding suc 
cess in spite of being the very 
reverse Of a great many people's 
cup of malted milk 

It is worth bearing in mind, 
by the way, that if this campaign 
had been pre-tested by a method 
which was being widely can 
vassed by the research experts 
not long ago, it would probably 
have been proved to be too 
dangerous to be published! 

What do vou do, incidentally 
when you see the timid souls nib 
bling and diluting and sapping 
the strength from a campaign” 


TO HATE 


The recent broadcast about advertising has prompted COP Y- 
TASTER to consider the kind of advertisement which, though 
criticised by the general public, does its selling job efficiently. 


My own view is that you should 
ask the client to drop the whole 
thing in the waste-paper basket 
and allow you to start again 
from scratch rather than attempt 
to staunch the wounds or apply 
artificial respiration. It seldom 
proves necessary to do this twice 
with the same client, and on the 
other hand, I have never given 
way and let myself be persuaded 
to put an emasculated, wishy 
washy campaign into the papers 
without bitterly regretting it in 
the end. For it's the same the 
whole world over (and isn’t it a 
crying shame!) that the client 
spoils the copy, but the agent 
vets the blame 

This Batchelors’ Soup adver 
tisement would surely get a 
unanimous thumbs-down if it 
was tested by being shown to a 
women’s jury or panel. Indeed. 
I can scarcely imagine the fast 
talking that the visualiser must 
have done to persuade anyone to 
show it to a client. Medals for 
courage are due to everybody 
concerned, and I am not con 
vinced that a bar should not be 
added for good advertising sense 

That the visualiser worked with 
with at least one eye on the 
famous Hathaway shirt adver 
tisement seems extremely prob 
able. He may even have heard 
the old American slogan about 
“the interrupting idea,” and he 
certainly gave the advertisement 
all the visual impact of a straight 
left to the eye from Randolph 
Turpin; but whether immense 
visual impact is worth the price 
paid in loss of sincerity and 
reader-sympathy 1S decidedly 
moot. | am quite sure that it was 
wise to make the copy plain. 
straightforward and informative 
after attracting attention by such 
incongruity, and if my intellect 
tells me that the advertisement 
was a piece of nonsense my in 
stinct says that it was strong and 
almost certainly effective. And 
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ASSOCIATED KENT 
NEWSPAPERS 


give new Intensity of Coverage in 
a solidly prosperous area 


The newly-formed Associated Kent Newspapers offer 
you by far the most intensive coverage of this sharply 
defined area. The wide variety of occupations in the area 
have one common characteristic: all enjoy a solid pros- 
perity and form a first-class market for consumer goods 
and services of every kind. These five influential news- 
papers should be part of every hard-selling schedule. And 
acceptance of an order guarantees insertion in all news- 
papers. 

CHATHAM STANDARD (Tuesday 1d.) 
NORTH-EAST KENT TIMES (Tuesday 14d.) 
CHATHAM, ROCHESTER & GILLINGHAM NEWS 
(Friday 3d.) 

EAST KENT GAZETTE (Friday 3d.) 

ISLE OF THANET GAZETTE (Friday 3d.) 

(All members of the Audit Bureau of Circulations) 

TRADE DISPLAY (Ordinary Posttions) 38 per single column inch 


Rate Card operative from 2nd March, 1953 
NET WEEKLY SALES 835487 (Certified by A.B.C.) 


Associated Kent Newspapers 


Group Accounts Office: 30 High Street, Chatham (Chatham 2213) 
Advertisement Represeniatives: EF W. Player Ltd., 30 Fleet Street, E.C.4 
(Central 2786) 


269 KINGSTON ROAD .- 


A brilliant, steady picture 
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Films attract, inform and sell... 


with THE BROOK PROJECTOR 


Fits in with your plans or stands on its own. 
. . » high quality sound. 


Repeats indefinitely or can be controlled by push button. 
Occupies only 3 ft. « 2 ft. 9ins. floor space. 


For full information write or’ phone : 


SOUND-SERVICES LIMITED 


Is available on hire or for sale. 


(An Associate of the Film Producers Guild Ltd.) 


MERTON PARK .- 
Telephone: L) Berty 4291 


eter 


TIBBENHAM PUBLICITY LTD. 
244 HIGH HOLBORN, LONDON, W.C.1 
Telephone: HOLborn 8074 


3 lines) 


LONDON .- S.W.19 
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Printers’ estimates vary 
greatly, even for the same 
specification, largely because 


How 
to save 
money 
on buying © 
good 
print... 


estimates allow varying 
amounts for “ contingencies ” 
—wasted time, wasted 
materials, plant running 
uneconomically. 

We have good Midlands 
craftsmen, more than an acre 
of fine plant and four 
working directors to sce 
neither time nor materials are 
That’s why 
we can quote a keen price 


frittered away. 


and still maintain our quality, 
noted for 59 years. 


IT WILL PAY YOU TO LET US QUOTE 


FOR LETTER PRESS AND OFFSET-LITHO 


Booklets e Leaflets e Can labels ¢ Box tops 


Fancy cartons e Showcards e Calendars etc. 


We are particularly well-equipped for long 
runs and repetition work. 


A HUNDRED OR TEN MILLION 


et a 
pts per 


a! 


Onn 


aw 
THREE TYPES _— 
METCRAFT: Realmetal, O° 
heavilyembossed. Bronze, 
copper, aluminium or col- 


oured. Stick-on or tie-on. 


* 
CAMEO: Brilliant jewel- 
like paper seals, embossed 
in splendid colour. Your 
requirements for size and 
design can usually be met. 


7 
FILIMET: Fine cut-out 
seals in thin sheet metal. 
Ideal for names and trade 
marks. Can be moulded 
into plastics. 


Walsall 
Lithographic 
Co. Ltd 


MIDLAND ROAD 
WALSALL 


WALSALL 3121 


Samples and prices gladly 
sent on request. 


29 LUDGATE HILL - LONDON - EC4: CITY 7357 
55 MARKET STREET ‘ MANCHESTER 3- BLACKFRIARS 4874 
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Review of Advertising—continued 
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‘When does a product 
cease to be new ?’ 


my instinct has a 
high batting average. 

There is just one thought to 
bear in mind. The Hathaway 
Shirt advertisement was not just 
a matter of an unusual picture 
and some well-chosen words. By 
accident or design it lent itself to 
merchandising schemes in a 
remarkable way, An eye-patch 
costing a few pennies could 
instantaneously turn almost any 
tailor’s dummy into a Hathaway 
Shirt display; there has never 
been an advertisemem that could 
so quickly, easily, and inexpen- 
sively be tied up with retailers’ 
windows. Batchelors’ bull fiddle 
or double bass is a gimmick of 
a very different colour and size. 
It is always worth remembering 
this merchandising angle when 
you propose to do something 
utterly mad and memorable. 
Batchelors’ advertisement must 
have been twice or three times 
as effective if there were point- 
of-sale displays linked clearly 
to it. 


remarkably 


* * * 

ITH a good deal of aston- 

ishment I have been study- 
ing g Montague Burton advertise- 
ment showing a tailor’s fitter 
talking to a customer who is 
trying on a raincoat. “Of course 
the style is good, sir . . .” he is 
saying “you get so much more 
in a Burton Suit.” Is he trying 
to unsell the customer on the 
raincoat? Or is it a clever trick 
to see how many readers notice 
that the headline and the picture 
are at loggerheads” 

* * * 

HEN does a product cease 

to the news? Instant Postum 
was Offered to the British public 
without any noticeable 
long before the 


success 
1914 war, 


and 


TOMGHT DECIDES TOMORROW 
The bart! pe . 
the bint wf sheep » “ 


~  decuded by 


Ny hae ap intriguing Cewow of orem 
And tertenatesy || reall) 6 oommmeca! 


why @ can gre you reiterate sleep 


BLOOD SUGAR IS VITAL 
Daxtors have recencly dis overed thet 


I think another attempt to intro- 
duce it was made in the very 
early 1920’s, yet here is an ad- 
vertisement describing it as a new 
kind of nightcap drink! 

If skill in layout and typo- 
graphy could sell this product it 
would be a winner. The half-tone 
block is outstandingly good, and 
the photograph magnificently 
posed. The caption under the 
photograph is well worth any 
copywriter’s careful study for 
the way its first sentence rings a 
sympathetic chord: “The kind of 
person you'll be tomorrow is 
decided by the kind of sleep you 
have tonight.” 

There’s nothing very profound 
in that, you may think, but that’s 
the point. It says quite pithily 
and gracefully something that the 


reader will instantly see to be 
true. 

“Too true!” she'll say, “I've 
often thought that myself!” and 


from that moment she will be on 
the advertiser's side, ready to 
listen and believe all that he says, 
because he has demonstrated 
with his first words that he and 
she think alike. 

_ The main copy is of less 
interest. It wouldn't be strictly 
true to say that it is like Euclid’s 
straight line, which had length, 


you will remember, but no 
breadth. But it does seem in- 
ordinately long and repetitive 
and I feel sure I shall not be 


alone in considering it more than 
a littie dull—and distinctly a let- 
down after the promise of its 
headline. Indeed, I would say 
that either the headline is over- 
written or the copy should ex- 
patiate more fully and persua- 
sively on how the product will 
influence readers’ whole lives. 


THIS NEWS CAN INFLUENCE THE 
WHOLE COURSE OF YOUR LIFE 


Bird's new kind of nightcap drink 
can give you restorative sleep 


pietintten Comets 


athcopah te sos septa 


ee 
a ya “ 
- 


Pwd ge einame 


an te proteundy mtuenced 
Une val substan @ 


Instant Postum 
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“Instant Postum was offered to the British public long before the 
When does a product cease to be new?” 


1914 war.... 


Ay : . : 4 
= 
-"¢ | 
4 ee | 
; SS wn | f 
SSH W RQ Oo | 
; MMA WS | 
= Re . 4 
“i SS 
a 
bey 
nf 
a | 
-s } 
aoe | 
i | 
- ‘ | 
a 
ee 
ia | . 
‘ | ' 
| 
a | 
e } 
Su “ 
-t y 
pas 
pn A 
| | | 
Bye? WN 
Be: N 
SN GG 
WSS | 
om BV GGGQwws 
‘: WA GGG 
‘sg ’ WS WAQO 
on 
- 4 
ae 
ee. iy - 
is 
ae 
i ee 
ae : 
: a 
ey, 
» PB 
, Po 
Mele ’ 
7 i 
To ’ 
> 
ae 
ge 
i 
. | Po 
iw A } . \ 
fag \ t es 
2 N » mor, 
1» S a 
= her (he amount of ihe blend sugar 
mae ~ 5 ig NOW @ new lund of bedume dinmh hes Ms ep anttaeman 
a y been ineveduced which «© BVING THER Sohmone that prlasanen whach  cocenteal 
age end women the sound reitoraltt NOP tus rey) eesiprwtme deep 
k : “> that can make oil Une diflerence between Made with hot mulk at hednrer, am 
“es feshure and success mn our work and ba rasan maghtcap Aelps to mam 
- ous everyday leven torn the level of thas blond sagas duerong 
- tt called Instant Posrum [he chy might Ths 0 ehy « con eve the 
ae , 4 ghcuse product and tw made bY restlul, satefyung sheep we need 
, 4 y Beds Not only @ Instant Posrum 9 gices by! You will find thet 
; a Sra ste sweeten Mae Gates Sica 
. . 4 tule") but hae an mnenguing Mewour niin god that a hep 6 delicnnae 
N # 5 - different trom anyihug else Here ® Gora: wha dase nee choy The © 
eet ee q 
» y Py hd 
- Bee Pe 
ie WSS Wg ocal PF 
ey , SSS QQ dows. by ws 
a RXGGGAAVAVSS{UVUA 
4" I VQiSsaBVBéo iA&ISH{hnaay . ove the sleep whch 
“SN acter te a 
~ SS restores you un mund amd body and puts you @ sop of 
(vA MQ the eorld | 
«8 
' ee 
te 
yn 
Bh 
Ki Be ee 
Re 
7 , 
os 
ad 
ta 
Bs - + 
whe thy “ - 4 . ee, - . a OF he 
ee ee oly Ea a ie oN «an a. -_. en ete ke 


British Plastics Exhibition Number 


JUNE ISSUE 
Press Date Ordinary Advertisements May | Ith 


Published by 
TEMPLE PRESS LTD., BOWLING GREEN LANE, LONDON, E.C.1 
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Conference opinion poll shows 


that delegates want— 


MORE controversy 
MORE chance to talk 


MORE speakers from advertising 


DVERTISING conference 

organisers can take heart 
from the results of the Apver- 
TISER’S Weekty Conference 
Opinion Poll, which was 
undertaken, with the approval 
and help of the Advertising 
Association, to find out what 
kind of conferences people 
really want. 

Broadly, the findings endorse 
the conference pattern evolved 
at Brighton last year, and which 
is to be followed, with some 
minor modifications, at  East- 
bourne in May. But there is an 
insistent demand for more discus- 
sion as distinct from platform 
speeches, 

The principal purpose of 
advertising conferences, in the 
majority view, is an educational 
one, In furtherance of this it 
is considered by most of those 
participating in the poll that 
there should be more expert 
speakers on advertising sub- 
jects and more opportunity to 
debate their views. 

The opportunity for social 
contacts provided by a confer- 
ence comes surprisingly low in 
the order of preference. 


The Sample 
—_—_—_—_—_—_—_-_—_—__- = 

To assess the value and signifi- 
cance of the results of an opinion 
survey, One must examine the 
sample, In this instance it can 
be regarded as adequate in size 
and as reasonably representative. 

Questionnaires completed num- 
bered 139, In the view of adver- 
tising conference organisers, not 
more than 1,500 people, and 
probably fewer, throughout the 
British Isles, are potential dele- 
gates. This figure excludes 
delegates’ wives and families 
accompanying them. 

On this basis the sample is one 
of approximately 9:3 per cent, 
which any opinion poll expert 
would accept as more than suffi- 
cient to reflect accurately the 
general consensus of opinion. 

Only one reservation should 
be made. The sample may be 
somewhat biased geographically 
in favour of the London area 


ANMUNNULANLLULLAN LULL 


FINDINGS SUMMED UP 


More than half those voting 
favour streamlined  confer- 
ences on the Brighton pattern, 
but a strong minority still 
yearns for sectional sessions. 
First among the attractions of 
a conference is placed the 
:oportunity to hear and con- 
«widute to discussions on con- 
troversial subjects of concern 
to advertising. 

The opportunity to broaden 
ousiness and social contacts 
is regarded as subsidiary to 
the serious addresses and dis- 
cussions, 

Speakers from within the ad- 
vertising and associated busi- 
nesses, talking on their own 
subjects, are preferred by a 
majority to celebrities speak- 
ing on advertising as it affects 
the community, though it is 
agreed that there is a place for 
both. 

Sessions in which the audience 
can participate are over- 
whelmingly more popular than 
those in which there is a 
speaker (or speakers) and little 
chance for discussion. 


@® To educate those within the 
advertising business is re- 
garded as the primary purpose 
of conferences. Only a 
minority think it is to raise 
advertising in public opinion, 
or to give people a_ better 
chance to get to know each 
other. 


The vast majority favour a 
week-end conference rather 
than one during the working 
week, 


Opinion is fairly evenly 
divided on whether confer- 
ences should always be held 
in or near London, or altern- 
ately in London and the Pro- 
vinces, though most provincial 
voters plump for the latter. 


Most of those voting think 
the trade press gives adequate 
coverage to conferences. 
Opinion is very divided on 
whether or not the Advertis- 
ing Association should publish 
subsequently a full report of 
the addresses. Only a minority 
would find time to read such 
a report. 


UUTITILVNUEVU LTO UNL 


This is understandable in view of 
the fact that, for three years’ 
running, conferences will have 
been’ held in the south (the 
International Conference, Lon- 
don, 1951, Brighton, 1952, and 
now Eastbourne, 1953). Con- 
ference interest is therefore much 
stronger in the south than else- 
where, and this is reflected in the 
entries, 104 of which come from 
London and suburbs, 32 from 
the Provinces and Scotland, two 
from Ireland, and one from 
Nigeria. 

The breakdown of replies by 
occupation is as follows: 


28 

27 

All others 29 
Divergencies of view between 
the various sections are not great, 


so that the opinions disclosed 
by analysis of the total entries 
can be fairly taken to reflect 
those of all actual or potential 
conference goers. 

Weight is added to the con- 


Results of the competition asking 

for suggestions to improve adver- 

tising conferences appear on 
page 146. 


sensus of opinion by the fact 
that entries from older people 
preponderate. Those from over 
30s number 194, those from 
under 30s, 35. 

Totals in the following analysis 
vary, because not every entrant 
answered every question. In a 
number of cases entrants express- 
ing a preference appeared anxious 


Aprit 23, 1953 


to make it clear that by so doing 
they by no means excluded the 
other choices. 


Purpose of Conferences 


Conferences should primarily 
be educational. Secondly, they 
should aim to raise advertising in 
public opinion. Hardly anyone 
thinks they should attempt to 
“sell” advertising to advertisers. 
Voting: 

To educate those within the 


ness 91 
To raise advertising in 
public opinion 

To provide opportunity for 

people to know each 
other 

To boost advertising to 

advertisers 

These figures add up to more 
than 139, the total entry, because 
several entrants bracket two of 
the purposes as of equal import- 
ance, and each “purpose” is 
credited with a vote. 

A breakdown shows that all 
sections agree on these prefer- 
ences except the under 30s, who 
give second place to the opportu- 
nity to “get together.” The big- 
gest vote for “educational” con- 
ferences comes from advertisers 
(22 votes out of 28). Media re- 
presentatives (14 out of 28) are 
less emphatic. 


Time of Conferences 


Here opinion is overwhelm- 
ingly in favour of the week-end. 
Voting is: 

Week-end (Thursday evening 

to Sunday mid-day) 107 

Monday to Friday 29 

All entrants from the Midlands 
and further away from London 
vote for week-end conferences. 
Highest proportion of votes for 
Monday to Friday (10 out of 34 
voting) comes from the under 
3s. 


London or Provinces? 


On this point, opinion is 
rather sharply divided, though 
allowance must be made for the 
fact that most of the replies 
come from London and the South 
East, and thus can be expected 
to favour a venue in this region. 
Voting: 

In or near London 69 

Alternately London and 

Provinces 

A breakdown of the voting 
discloses some significant differ- 
ences of view. Of the under 30s, 
26 out of 35 vote for the London 
area. Of 27 entrants from the 
Midlands, North, Ireland and 
Scotland, 21 vote for an altera- 
nation between London and the 
Provinces, 6 for the London area. 

Of those answering the ques- 
tion, 86 say they are willing to 
travel from North to South, or 
vice versa, 25 that they would 
not. Of the under 30's, 24 would 
travel, 6 would not. 

Twenty-two out of 27 entrants 
from the North, Midlands, Scot- 
land and Ireland, answer and all 
say they would travel. 


Type of Conference 


Opinion favours a streamlined 
conference, on the Brighton and 
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THE PHOTOGRAPH APPEARING IN THIS 
OUTSTANDING ADVERTISEMENT WAS PRODUCED BY 


PHOTOGRAPHIC 
ADVERTISING LTD. 


ESTABLISHED 1924 


108 VICTORIA STREET, LONDON, S.W.1 
—FOR ARKS PUBLICITY LTD. 
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position for 
space buyer 


with 1O/= a week to spare 


- » & position which can lead to a real front-page-solus 
future. For a small regular saving, skilfully handled by 
Canada Life, can mean just that. Even 10/- a week can 
provide the means to meet life’s urgent financial problems. 
Amongst other things it will: 


% Guarantee a Life Pension or 
a Lump Sum (or both) at 
age 55, 60 or 65. 


%& Guarantee an income for 
your family if you do not live 
to retirement age. 
SS 
yi * Provide funds to 
\ clear a mortgage in the 


ar event of your untimely death. 
“Werv little sac rife 


in the present’ 


In many other ways 
OWN special position 


too, the Plan can be tailored to suit your 
your individual needs and circumstances 
with very little sacrifice in the present. Worth looking at 
isn't it?) And when you write out the order, don't forget 
US special position 


— eee ee ee ee ee eee ee 
Mr 


Address 


(gnada life 


ASSURANCE COMPANY 


Est. 1847. Incorporated in Canada 
asa Limited Liabilicy Company 


> ST. JAMES'S SQ., LONDON, 5.W.! 


Age Occupation 


A.W.3 


TO HELP YOU OVER THE ROUGH ROAD OF LIFE 


! 
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OPINION POLL FINDINGS—continued 


Eastbourne pattern, but a surpris- 
ingly strong minority still hankers 
after sectional! sessions. Voting: 


70 
51 


Streamlined conference 
Combination of main and 
sectional sessions 
Series of conferences within 
a conference, each org- 
anised group having its 
own conference, so that 
several proceed simul- 
taneously 16 
An analysis suggests where 
the support for streamlined or 
sectiona] sessions is to be found. 
In the same order of preference 
given above, voting is: 
Advertisers il 
Media entrants 16 
Provinces 16 
The inference here is not, as 
might have been expected, that 
media interests want sectional 
sessions to publicise their services, 
but that advertisers tend to like 
them because they think they 
learn more of practical value 
than from more generalised 
addresses. 


13 
9 
s 


Education or Social Contacts? 


Entrants were asked to state, 
in order of preference, which of 
three aspects of a conference 
means most to them. The three 
aspects were: 

(a) The broadening of your 
business and social contacts 
by means of organised social 
and recreational events, such 
as receptions, luncheons, din- 
ners, golf, outings, etc. 

(b) The opportunity to hear high- 
level addresses on subjects of 
advertising interest. 

(c) The opportunity to hear and 
contribute to discussions on 
controversial subjects of con- 
cern to advertising. 

Voting discloses an overwhelm- 
ing, preference for the third. What 
delegates clearly want most of 
all is to sharpen their wits and 
understanding by controversy— 
but it must be controversy 
about advertising, Listening to 
addresses on advertising, though 
valuable, comes second, social 
contacts a bad third. The follow- 
ing table sums up the voting: 

Order of 
Preference 
it 


Opportunity for 
discussion 
Listening to ad- 
dresses 41 60 30 
Social contacts 19 28 82 
The same order of preference 
is shown by all vocational 
groups, though no fewer than 7 
of the 19 first preferences for 
“social contacts’ come from 
the media side. 


Which Type of Speaker? 


Here there is an overwhelming 
preference for the practical, 
educational, authoritative talk 
about advertising. Voting: 

Celebrities speaking on ad- 


! 


vertising as it affects the 
community 

Speakers, on own subjects, 
from advertising and as- 
sociated industries 


Under 30s show a stronger 
vote for “celebrity” speakers 
than those over 30—12 against 23. 
Over 30s vote 75 to 25 for 
advertising specialists. Provincial 
entrants are 23—3 for the specia- 
lists, media representatives 21 to 
4, advertisers 24 to 5. 


Best Sessions? 


The strong feeling for audience 
participation comes out again in 
the answers to the question 
“Which do you consider the best 
Conference session?” Voting: 

Sessions in which the audi- 

ence can participate, such 
as quizzes, debates, free- 
for-all discussions 

Sessions in which there is 

a speaker (or speakers) 
and little opportunity for 
discussion 33 

Advertisers show less enthu- 
siasm for audience participation 
than other sections, their vote 
being 18 against 9 for the more 
formal “speaker” sessions. Under 
30s (31 votes to 4) are over- 
whelmingly for “audience partici- 
pation.” 


Conference Reports 


Opinions on whether or not it 
is worth while for the Advertis- 
ing Association to publish Con- 
ference proceedings in extenso 
are fairly evenly balanced. 

Of these able to attend con- 
ferences, 44 voting think this 
should be done, 66 that it is un- 
necessary. 

Of those unable to attend, 63 
would like a full printed record, 
56 would not. 

Only a minority, apparently, 
would find time to read such a 
record if published. Of those 
able to attend, 42 would find time, 
7% would not. Of those unable, 
55 would find time, 62 would 
not. 


The trade press comes out well 
from replies to these questions. 
Of those able to attend, 93 think 
the trade press covers confer- 
ences in sufficient detail, 29 do 
not. Of those unable to attend, 
75 would find the trade press 
report adequate, 42 would not. 

Entrants under 30 are keener 
on an Advertising Association 
record than those over that age 


Conference Badges 


The consensus of opinion is 
that badges are unnecessary, but 
the majority for this view is not 
large. Voting: 

For badges 58 

Against 79 

But of the 138 entrants answer- 
ing the question, 94 would wear 
badges if provided, while 44 
would not, or are doubtful. 


Delegates’ Wives 


Only about half the number of 
wives attending conferences with 
their husbands would like to 
attend business sessions, the vot- 
ing being 38 who would as 
against 70 who would not. 
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UALEAR &5 SR 


eos . 


ec DOWAPATRICK 
@rnvace 
BANBRIDGE 
NEWCASTLE 


“ ae 


J aN can 
* + sme Population 1,370,709 
* 2 Hours Flying Time from London 
* Daily Sea and Air Communications 
* Modern Internal Rood Transport System 
* No Customs or Trade Barriers 


* Most Efficient Daily Coverage of the Whole 
Area by the Northern Whig 


Heod Office: London Office: 
2 Bridge Street. he 107 Fleet St.. E.C4 
Phone Phone: Central 9179 

Porthern Mhig 


Belfast. 
LARGEST NET SALE IN NORTHERN IRELAND EVERY MORNING 


22884 


(ad} 


Dain the 
‘D man 


The printing of 


PERFECT 

ROUNDNESS 

IN SPACE 
by the 


aly 


Roye-Vala 
three-dimensional 
process 


is exclusive to: 


il. CLARKE & CO. (Lonpon) LTD. 
36-16. NEW INN YARD, E.C.2 
Telephone: SHOreditch 6281-3 


ADVERTISER'S WEEKLY 


“JUNE 23 wit be FARMERS’ DAY 


in Portsm ith, when the 
Royal Cou cies Agricultural Show 
opens on Southsea Common 


A major Coro: ction Year attraction the show 
is expected to ring record attendances. The 
event will be | atured prior and during the 
show in the 


HAMPSHIRE 
TELEGRAPH 
& POST 


The leading paper catering 


for the FARMER in Hampshire 


and West Sussex 


Make your reservations for 
Advertising space NOW 


LONDON OFFICE: 85 Fleet St., 


E.C.4 Telephone CENtral 2845 


DON’T THROW 
AWAY THE 

BENEFIT OF YOUR 
PAST ADVERTISING— 


If you are one of many who spent heavily 
to maintain a good name during the 
difficult short supply days, now is the time 
to look for a return from your enterprise— 


If you have the goods 
the people want in 
Bolton and surrounding 
districts 
Continue Advertising 
in the 


BOLTON EVENING NEWS 


Lancashire Journal Series 


NET SALE (A.8.C.) 
BOLTON EVENING NEWS 82,461 
LANCS,. JOURNAL SERIES 85,261 


21/- 

PER COLUMN INCH 
FOR EITHER AND 
WELL WORTH IT. 


TILLOTSONS NEWSPAPERS LTD. 


MEALHOUSE LANE 6, ARLINGTON ST. 
BOLTON LANCS. LONDON S.W.1 


Telephone: Bolton 1% Telephone: GRO. $220 
Advert. Manager; Wm. Sheppard London Manager: C. A. Mile) 


Se as Cate, ae " = : ; : 
a eS eo © : : ; 
ve 
ApriL 23, 1953 
| lia ~ 
ate Lee fea py . o'. —= 
| PE ee = 
| RRND" i oe 
Sneed eo f ' « ' » Bie 
ues , , aror) 
PP PILE OE a y § nee EO® | 
ido! “y — % s KY " ~ Tite Sie rm 
me, SS _—— . ~~ 
ie 4 4. a .\ Se 
seeds ; wow = t eeceteed 
eletetes J RAND Sow ’ oe hee 
, PP y SANGOR * 
i ‘se E *a=—* 
pstdiadt do of ; W DONAGHA 
een . : LISBURN Stax 6e 
. ¢ . @LuKcan 1 — 
& ' PORTA 
| Ze Dy e V=— 
\ ARIE _ Oy ——— 
Cees bee <= 
| eee a ee ahntic 
f eae : - f+ : 
| OB ee SSS ee : 
| | 
if — ¥ | 
a } rj | 
: ] ‘ 
7 \ 4 If } 
\ y] c 
\\ f 
| : a 
) | \, 
fj 
' yy . ‘ ; 
fj Z 
y A Z 
( ; 
ay 
\ Vi 
' | ee 
| i A 
, i} AND 
\ if 
_ S| 
| 
ee 
_ ee 


ADVERTISER'S WEEKLY 158 ApriL 23, 1953 


ent 7 mi Ow % 

By Sk ee Oe co 
Sere sr beeade r : 

4 gs NY pe? | Oey 
. oe Be rr es 


THE POUNDS 
MIHLTINGS 


NEM 
SO AOE 


BEHIND SELLING 
70 BRITAIN 


5 J c= ainean b *- . ue 
4 fe 5 / 
: . ; 
hes P ‘ 3 
ne 7 | 
a 4 as Vk 5 / 
: he is 
A i 
ag ' 
-. | 
me Q 
; _— + 
E } M 
“ie rf 
24 4 v 
ry 3 { 
a. | 
ne if 
: :| | 
- _ 
7 | &§ 
AY v4 | 
: ig 
"ih ik 
oh | 
: 
if | 
y 
a | 
4 , 
; | 
Be ’ : 
\ H | 
Y 
Fa { 
; : | 
; 
a 
ae J Sie ope . ve ee 5 » z koa fe “a Fj a ‘Peal e cost ae “2 ees ee he : , “a tt 4 


ADVERTISER'S WEEKLY 


— in the national daily sewspapers 


reached a new high level in 1952. confirming 


the advertisers’ faith in Press announcements. 


The increase, in all nationals, over 1951 was 
£1.954.490. The Daily Express proportion was the 


major one of £783,377. 


195T National Daitiee = LA1085,541 
1952 “ " £13,010,031 
(reall ivccrrecire | 17-637 


The Daily Express figures for the same period: 
195, ct GD, 372, 916 
1952: £3.159,623 


“EXPRESS increas f 33-056 33-037 
DAILY 


EXPRESS 


O77. DAILY NET SALE 


A.B.C. Figures for MARCH, 1953 
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ANNOUNCING / BETTER SERVICE 


4 OUR business is growing so rapidly 
(helping others to grow) that the Post 
Office have kindly set aside a group of 
lines to meet future expansion. We are—for 
the present —taking up three of our lines :— 


ie NEW CROSS 033! : 2-3 (P.B.X.) 


Please ask your operator to note, and call 


SIMMONDS POSTAL PUBLICITY LTD. - 82/84 PECKHAM RYE - LONDON, S.E.I5 


Members of the British Sales Promotion Association 


Printicating or 
Dupliprinting? 


(or is it Duplicating and Printing) 


Let's get this clear! 

An ordinary duplicator is used for duplicating and not for printing. Similarly, an ordinary print- 
ing machine is used for printing and not for duplicating. If you want to do both with equal 
efficiency and economy on the one machine, then what you need is a Rotaprint. 

What are the advantages of installing a Rotaprint? Well, from the above analysis the first advan. 
tage is clear. You can use it for duplicating typescript reports, minutes, agendas, etc. and also for 
printing office stationery or sales literature. The next advantage is that you can also print in 
colours and on all kinds of paper or thin card. Thirdly, the thin flexible Rotaprint plates from 
which the image is printed can be filed easily in the ordinary office filing cabinets for immediate 
re-use as required. 

Follow this up with such points as completely simple operation, speed of output, low operating 
costs and above all, the finest quality of reproduction you have ever seen from an office machine, 
and you will begin to appreciate why Rotaprint is the choice of so many business houses, large 
and small. Yes, Rotaprint is worthy of further investigation. The Enquiry Form below is ready 
for you now and its completion will place you under no obligation whatsoever. Why not fill it in? 


ROTAPRINT ENQUIRY FORM 


Please send, without obligation, printed specimens and full detais of 
Rotaprint. 


KAYE’S 


L faprinl 


HONEYPOT LANE, LONDON, N.W.9. Tel. COLindale 8822 (I2 lines) 


ee 


Kaye's Rotaprint Ltd. Honeypot Lane, London, N.W.9. Bit 


ee ee ee we awe ea ee 


?, ae ” Ms i af a 
aN, x ° a . : 
Cat } o 
mS 
eS 
i. 
x ¥, : 
t 
7 \ 
So 
xs ee mode mAIL : 
| prec | 
4 
a 
a \ 
os. ; 
, ee 
= | 
. { 
c 
Pa ' 
+ 
y .< ’ . 
, ik | > oa 
ie Bt: * The 7 
. (a we ore i Zh " oe 
te Va Aas ee oo. 
7 1 . ee I 
Tall "cae ! 
‘ ' ws . = f 
a E one 
ie — | y , ES Ae ' 
f, . oe 
a « Bai " | 
‘, ee * eo 
oa . see i } 
q 4 | _ a ja i 
° om —- + Te ee j 
o : e 7 i ome 3 1 
Z i i : iE tas 8 ,] 
| a’ af ae 
j i ie | eGR 
4 * i . ogee Ys ee 
A _ wm se : eos * fs “ Ss ’ 
oy } 
| | 
| a ee 
x | 
2 Pe ee | 
| 
eh y 
i ! 
ae iii nth nal oetetebet naundeabigasanian cd) Semedsn keeaiie aie | 
a: Pin this enquiry form to your letterheading and post to | 
ad PO 
z eee 
- f 
_ ‘ 
ie we —s PAS. age. = ia Pe ie oy te. ge eli a 


AprRIL 23, 1953 


161 


DIRECT MAIL IN ACTION 


ADVERTISER'S WEEKLY 


IRECT mail is a wonder- 

ful medium. But contrary 
to certain rash claims recently 
made, and energetically chal- 
lenged, it is as yet by no means 
a mature medium. Indeed the 
most promising sign in British 
direct mail is the refreshing 
candour marking current 
speeches and articles. The “I 
know it all” enthusiasm of 
adolescence 1s giving way to a 
more fitting restraint and this 
increasing sense of responsi- 
bility is the best guarantee that 
direct mail is entering a new 
era. 

So .. . resisting the temptation 
to describe a campaign where 
results were perhaps more 
remarkable than representative. 
I have taken one of the less easy 
propositions which faced us last 
year. 

It was early in 1952 ihat 
R. & S. Catering Ltd. came to us 
by the recommendation of an 
advertising agency. The market- 
ing probelm was one which called 
for direct mail exclusively in the 
early stages. The agency, recog- 
nising this, took a long-term view. 

While it is true that there are 
few campaigns in which the trade 
press and direct mail cannot do 
a better job together, there were 
special reasons here for spending 
the initial appropriation in postal 
publicity. One reason was that 
only a small budget was avail- 
able, another was that the first 
approach to the market should 
be made quietly so that results 
could be assessed before planning 
further publicity. A third reason 
was that with the limited appro- 
priation and a market embracing 
every industry, direct mail, with 


R. S. 


eHins oa at 


This campaign sold ‘tailor-made 
catering plan to industry 


its selective approach, seemed the 
obvious choice for a marketing 
test. 

The background to the cam- 
paign was this: the client, by no 
means the largest in his field, 
with powerful and well estab- 
lished competitors, had a service 
to offer which he knew could be 
successfully applied to many in- 
dustrial catering problems. 

It was these problems—the 
market—that our planning com- 
mittee considered first. They 
found a complex _ situation: 
29,000 industrial canteens serving 
55 million meals a week, plus a 
further 8,000 staff restaurants 
and luncheon clubs, seemed a 
wide field—until it was found 
that all the industrial caterers 
together were handling less than 
3,000 canteens. The rest were 
self operated. 


Delicate 
situations 


Further investigations revealed 
delicate situations in the whole 
field of employee feeding. Com- 
panies were faced by the twin 
difficulties of rising costs and 
“consumer resistance” on the part 
of the workers who would not, 
and often could not, pay more. 
One halfpenny added to the price 
of a dish sent sales down, but not 
far enough to justify cuts in staff 
and overheads—-and the result 
was increased cost. Added sub- 
sidies had merely the same effect 
and industry had a_ problem 
which it has not yet solved. 

It was finally decided that the 
sales approach should be to those 
companies “doing it themselves” 
and that decision brought up a 
second problem—-what was our 
story to be? What inducement 


By ROBB HOLLAND, 


could we offer a compan, to let 
our clients do it for them’ Even 
when we had put over :casons 
for handing the catering opera- 
tion to outside specialists we had 
to give further reasons why it 
should be handed to our client 
rather than to one of his com- 
petitors. What had he got that 
his competitors hadn't? He was 
not the largest caterer and he 
could not claim to be operating 
hundreds of canteens. 

We found the answer in a study 
of the clients’ organisation plus 
some knowledge of the revolu- 
tion which is quietly taking place 
in industrial catering. Instead of 
the mere provision of meals in 
the hope that employees will buy 
them, the modern conception of 
the whole subject is that em- 
ployee feeding, by ensuring that 
the workers have an adequate 
meal, can be a positive aid to 
increased production. R. & S&S. 
Catering Ltd. are one of the 


ach 


director, Simmonds Postal Publicity Ltd. 


First a new pictorial letter heading 
was designed (left). 
were sent out, designed to get in- 
juiries for a booklet in which the 
ervice offered was described. With 
letter a_ pictorial reply card 
(above) was included. 

the cover of the booklet on offer. 


growing band of caterers who 
realise that the correct feeding 
of employees, both in quantity 
and in quality, is as important 
as the right fuelling of the factory 
boilers—just as necessary for full 
production, This in turn is 
creating a new approach to the 
problem on the part of employers 
themselves. They are realising 
that specialists can perhaps do a 
better job of employee-feeding 
than the most enthusiastic can- 
teen committee, composed of 
workers skilled at their jobs but 
amateurs at catering. 


No mass-produced 
catering plan 


In the light of this the policy 
decided upon was that we would 
offer a “tailor made” catering 
service designed to fit the cust- 
omer’s individual needs rather 
than a mass produced catering 
plan. 

The subject of the advertising 
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What every advertising man 
and woman should know about the number of people— 
or organisations —in a particular line of business or 
of a particular rank or title, is all plainly set out in 
the latest Facts & Figures issued free by CL. With a 
copy on your desk, you can keep tabs on the number 
of prospects direct mail can help you reach for a 
thousand and one propositions. And when you want 


to check on the help we personally can give you— 


well, you'll find a few choice words on that subject too. 


To make sure FACTS & FIGURES 


stays on your desk, better get us to 


send an extra copy or two for your 


GL 


CHADWICK-LATZ LIMITED 


Creators and Distributors of Direct Advertising 


Alexander House © Shaftesbury Avenue 


colleagues while we're about it. 


wo2 Temple Bar 2641 
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having thus taken shape, we had 
to settle its object. (In modern 
direct mail it is no longer suffi- 
cient to just“send out a mailing.”) 
Every word, every “advertise- 
ment” must have as much a 
deliberate objective as each inser- 
tion in a press campaign. 

Our client was not in the 
position of a manufacturer with 
a large sales force. He could not 
obtain “direct orders” because 
most inquiries needed protracted 
negotiation, so we could neither 
use direct mail] selling nor direct 
mail as a “door opener.” It 
could not be entirely direct mail 
advertising, in fact it had to be 
a combination of all the three 
main uses of direct mail. It would 
not do to produce a larger num- 
ber of inquiries than could be 
personally handled by a_ few 
people, but we did need to 
find where the immediate interest 
lay. We also had to build our 
client up as “one of the well 
known people” so that he would 
be remembered in future when 
changes were being considered. 

Against this background the 
plan finally evolved was that we 
would put our “story” into a 
booklet and use the booklet as 
an offer point. We decided to 
restrict the mailings to six, feel- 
ing that the increased chance of 
our advertisements being read 
through the more personal ap- 
proach of direct mail would 
give us the effect of perhaps 
twelve “insertions.” 


4,000 likely 

firms picked 

The creative department took 
over at this point and produced 
a pictorial letter heading, a series 
of letters designed to get inquiries 
for the booklet, a pictorial reply 
card, and finally the booklet itself 
which we called Tailor Made 
Catering. While the studio and 
copywriters were preparing the 
material, list builders were care- 
fully selecting 4,000 of the sort 
of companies around London 
whom our client’ was __ best 
equipped to serve. 

The campaign started in the 
spring of 1952 and continued at 
monthly intervals until the autumn. 
During this period some 250 in- 
quiries were received by means of 
the reply card, letters and tele- 
phone calls. There were the usual 
proportion of curiosity inquiries 
and a number of admissions were 
received that the booklet was 
wanted as a matter of interest 
although there was no immediate 
intention of handing the canteen 
over to outside contractors. 
Winter was spent “following up” 


Inquiries still coming in 
6 months after last letter 


Direct mail could not be used 
as a “door opener” for repre- 
sentatives because the client 
did not have a large sales 
force and each inquiry needed 
protracted negotiation. For the 
same reason “direct selling” 
was impracticable. Nor could 
the scheme be a purely “‘adver- 
tising” one because of the 
absence of a sales force which 
could convert the goodwill 
created. The result: a com- 
promise between all three. 


inquiries and negotiating con- 
tracts, of which a_ sufficient 
number were booked to ensure a 
profit on the advertising. 


Combination 
method best 


At present, now that the posi- 
tive inquiries have been dealt 
with, the balance of the mailing 
list is being gradually called on, 
applying the well proved principle 
that the combination of direct 
matl and personal calls is the 
most effective use of this medium. 

We are satisfied with the 
amount of interest created and 
there is no doubt that as long 
term advertising the campaign 
has done our client a lot of good. 

We are not s0 Satisfied with 
the immediate benefits to him. 

We were wrong in putting too 
many smaller companies in the 
list, although it was an even 
chance that such companies might 
be found more responsive. 

We think we were wrong in 
enclosing the booklet with the 
last mailing, although it is too 
early to finally assess this point. 
Inquiries are still being received 
even though the last mailing went 
in October 1952, and it may well 
be that the booklet has been 
retained. Our reasoning behind 
this point was that recipients 
would be more likely to keep the 
booklet after they had received 
earlier “impressions,” but unless 
we have some positive evidence 
as to this we shall only send the 
booklet in future in response to 
inquiries. 

Obviously I must not discuss 
future plans, except to say that 
direct mail will continue to be 
used, putting into effect the les- 
sons we have learned through 
this tria] campaign. When the 
time comes for trade press 
advertising our far-sighted agency 
friends will come into the picture 
again. 
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IRECT mail advertising is 

not, aS sO many people 
suppose, just a matter of get- 
ting a few directories, address- 
ing envelopes and enclosing a 
circular letter. 

Direct mail can, and does, 
contribute greatly in the selling 
of many products. But when it 
is used alone, without support 
from other advertising media, it 
needs greater care and more 
planning than any other type of 
campaign. 

Let us consider such an 
example, a 12-months campaign 
for a Scotch tweed skirt manu- 
facturer. He wanted to find a 
market for skirts selling at nearly 
four pounds each at the time of 
the clothing depression and 
approached a large general ad- 
vertising agency with his prob- 
lem. He needed from 50 to 100 
skirt orders per week from the 
public and advertising costs had 
to bear relation to the small 
number of orders desired. The 
manufacturer was not in a posi- 
tion at the time to complete 
more than 100 skirts per week 
so large scale advertising was out 
of the question 

The agency in question decided 
that the only possible approach 
would be by direct mail. We 
were therefore asked by the 
manufacturer whether jt was 


possible to obtain this number of 
orders at a time of depression in 
the trade, bearing in mind the 
fact that the people most able to 
afford such a skirt would prob- 


ask u 
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Greatest care 


needed wien 


used without support 


By L. A. Saunders, 


Managing director, Universal Direct Mail Services Lad. 


ably prefer to have their clothes 
made by their own dressmakers. 

The manufacturer was known 
personally for his writing in a 
number of well-known dress 
journals but apart from this his 
product was unknown to. the 
general public. It was felt that, 
4s no prior general advertising 
was taking place, the best method 
of approach would be to use a 
personal touch from the manag- 
ing director. 

Because of the lack of money 
for the purpose of selling these 
skirts it was necessary to bring 
sufficient replies each week to 
justify the costs. So there was 
ne question of long term plan- 
ning. It was a case of hitting the 
right market with the right 
approach in the first instance. 
Any improvements found neces- 
sary could only be carried out 
while the actual orders were 
coming in. 

The approach decided upon 
was to play on the pride of the 


recipients of the letters They 
had to be convinced that they 
had been specially selected be- 
cause of their reputation for 
being well dressed It this 
approach could be put over 
successfully pride itself would be 
sufficient incentive to make the 
recipients write in for further 
details. Once they had done 
this the product almost sold 
itself. 

A letter was produced by the 
joint efforts of our chent and 
ourselves. A reply card was to 
be used for the purpose of 
requesting samples and styles to 
be used. 

As the approach was to be in 
the nature of a personal letter we 
advised that under no circum- 
stances should the campaign be 
commercialised. So many good 
campaigns are spoilt in this way 
Nothing else was to be mailed, 
the envelopes were to be plain 
and franked by a G.P.O. frank- 
mark to avoid the colour of the 
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stamp showing it was a cheap 
rate letter 

From the cost point of view it 
was impossible to use 24d. post- 
age, but in any case we assured 
the manufacturer that in our 
experience the postage Used docs 
not matter. People will always 
open a letter without = print 
matter on the envelope because 
they cannot chance throwing 
away a plain envelope in case it 
contains something of impon 
anee 

Finally came the most import- 
ant item: To whom were we to 
send the letters. It could not be 
done at random as immediate 
response was necessary, they 
could not go to either high class 
or to the ordinary working class 
income groups, because the forme 
have their clothes made by their 
own dressmakers, and because 
for the latter the price wou t 
be too high. Even when we 
finally decided on the group to 
use it was necessary to consider 
the fact that not all people, even 
of the right income group, are 
potential purchasers of tweed 
skirts It was considered that 
country women of good standing 
would be the best market, but at 
the same time, because the manu 
facturer wished to continue 
his campaign for at least one 
year, we also had to build up a 
market among townspeople. 

A list, made up of women 
with middig class incomes, 
amounting to 100,000 names and 
addresses, was compiled. No 
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Make the Post 
ANY 


Dear Sirs, 


About the beginning of this year we purchased a 130T 
Gestetner and at the time there was some doubt whether 
the expenditure of over £50 on such a machine could be 
justified ina shop like ours. 


We used the machine primarily for circulars to adver- 


tise our own goods and to pay off the cost of the machine | 


we would have to increase our turnover by about £250. If 
we could even hold our own we felt it would be satisfac- 
tory in these times with money getting tighter every 
month. I am very happy to be able to tell you that we re- 
covered the cost of the machine inthe first four months. 
The first two months showed an increase of £343 but we 
had to make some allowance for increases in prices. The 
great advantage in having the means to put out a circu- 
lar efficiently and quickly is when something new comes 
into stock. Instead of the stock lying on the shelves or 
in the window we can tell our customers about it and can 
in a month get anything new started and provided the 
article is good the sales continue. 


In additior to our own circulars we have helped to 
start four new businesses. In every case the response 
to our circulars was astoundingly quick and all four 
have been exceptionally busy fromthe first day. 


Many of the travellers who call on us for orders 
have enquired why orders have increased and when told 
have reported our methods to their chiefs. We have had 
many interesting talks about it and we always say that 


if aciroular won't bring in results nothing will. With | 


our Gestetner we feel that we have the power to reach 


into the homes of the people in our district and we can | 


stir them up whenever we like. 
Yours faithfully, 
(sgd.) J. 0. Skinner 
Text of a letter sent to us 


recently by one of our 
customers. 


of *‘Making the Post Pay.”’ 
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'M. N. Boyde, 


of Foundry Services 


| Ltd., Birmingham, 


describes 


| The 


DICE BLOCKS 


CAMPAIGN 


M* company manufactures 
and markets throughout 
the world a wide range of 
materials for use by the 
foundry industry. 


A large proportion of these 


| materials is used in the melting 


of metal and for want of a better 
name they are classed under the 
rather wide description of fluxes. 
These fluxes minimise the pick- 
up of harmful gases by the melt- 
ing metal, remove oxides and 
non-metallic impurities and 
generally ensure free-flowing 
metal. 

The two products, Cuprit 
Blocks and Deox Tubes, around 
which a recent mailing campaign 
was centred, are used in the 


| melting of copper-zine ailoys, ie. 
| brass. 


They are already sold in 
considerable quantities and the 
campaign was to stimulate sales 
among non-users. 

The campaign consisted of 
three separate mailings— it was in 


Write to Gestetner Ltd., Aldwych | 
House, W.C.2, for your free copy 


The first “tickler.” It was fol- 
lowed by the loaded dice. 


ad 


the form of what 1 believe in 
the U.S.A. is called a “tickler” 
campaign. The first mailing was 
a quarto sheet, carrying a black 
and white drawing of a large 
negro throwing dice. Under the 
drawing, in rough script, was the 
inscription, “ Don't gamble with 
your Brass!” Across the bottom 
of the page was the firm's name 
and address, and just above it 
the phrase, “Watch to-morrow’s 
mail from * This went out in 
a sealed envelope. 

The second mailing consisted 
of the box illustrated. It was 
specially made for us by E. S. & 
A. Robinson of Bristol and 
represented two dice side by side. 
The box was of a size to hold 
neatly one sample Cuprit Block 
and one sample Deox Tube (also 
illustrated above). On top of the 
packing, and seen immediately 
the lid was opened, was a card 
with the wording in bold script: 
“These dice are loaded in your 
favour,” and in a smaller face: 
“They contain all vour require to 
produce sound brass castings.” 
The firm's name was again given, 
and above it the phrase, “See 
letter following from——-” 

This letter was the third and 
last mailing piece. It was typed 
on the firm’s ordinary letter head- 
ing, and started: 

“Dear Sirs, 

Did you receive our circular 

on Dice Blocks containing a 

CUPRIT No. | BLOCK and 

DEOX D.S.2. TUBE? We hope 

that you did, and that it caused 

a smile or two! Now seriously 

—the use of CUPRIT 

BLOCKS and DEOX TUBES 

in the treatment of brass melts 

gives you the following impor- 

tant advantages,” etc., etc. 
The letter went on to 
straightforward technical 


give 
infor- 
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DIRECT MAIL IN ACTION 


mation and jnstructions for the 
use of the two products. It 
finished up by asking for a trial 
order and an order form was 
enclosed. On the back of the 
form was the price range for 
different quantities of the two 
products and all intending cus- 
tomers had to do was fill in on 
the form the quantity of each 
product required. 

As a large amount of brass 
casting, as distinct from non- 
ferrous casting generally, is done 
in the Midlands, the campaign 
was confined to that area—a 
total of about 480 firms being 
mailed. On such a relatively 
small quantity the cost per box 
was fairly high and worked out 
at 9d. each. 

The drawing of the negro was 
done by our own artist and 
printed on our own Rotaprint as 
also was the card inside the dice 
box and the final technical letter. 
The total cost of this printing 
was approximately £3 5s. Taking 
into consideration the cost of the 
samples the total cost of the 
whole campaign was £75, plus 
postage. 

It would be pleasant, but not 
very truthful, to say that we were 
inundated with returned order 
forms. We were not disappoined 
because, though order blanks 
were enclosed, the seeking of 


direct orders was not the main 
purpose of the campaign. 


In the 


area circularised we have work- 
ing five full-time representatives 
and the campaign was more to 
stimulate interest and pave the 
way for representatives’ personal 
selling 

Actual results are difficult to 
assess since, as already explained 
earlier, quite a large proportion 
of the mailings went to firms 
already using the products con- 
cerned. This was unavoidable 
for, although our Adrema_ ad- 
dressing system allows us to mail 
any one to twelve different cate- 
gories in the foundry industry, 
it is clearly impossible to “pip” 
the plates to indicate a user or 
non-user of every one of our 140, 
o1 so, products. 

We have, therefore, to some 
extent, to assess the success of 
the campaign on the reports of 
our representatives, and on this 
evidence it is clear that consider- 
able interest was aroused and 
that the campaign as a whole was 
welcomed and appreciated as a 
selling aid by the representatives. 

More concrete evidence of the 
campaign's success is given by a 
comparison of the sales of Cuprit 
Blocks over the month of the 
campaign, January, and of the 
following two months. In Feb- 
ruary, that is the month imme- 
ately following the campaign, 
there was an increase of 57 per 
cent in sales, and in March of 
46 per cent. 
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: How weatier 
women in the centres 0! urge 
towns were included no: were 
wealthy and society peopk ine 
selection was made c¢ (her 
through the husband's fes- 
sion or through the actual )» or 
income of the woman. 
The mailing was carried it at 
the rate of 2,000 letters pe: week 
until the whole 100,000 were 


completed and it was foun! that 
the percentage of replies | sried 
very little through the who). 
paign. 

Campaign 

was flexible 

The appropriation for the 
whole period including postage 
amounted to approximately 
£1,300, but at any point o! the 
campaign the manufacture; could 
have called a halt. 

Even after all details had been 
planned it Was necessary to watch 
points such as climatic condi- 
tions. It would have been silly 
to write to people on the south 
coast on a very hot summer's day 
asking them to order tweeds. 
Under such conditions we im- 
mediately switched to _ the 
Northern Counties. When the 
weather was generally hot we 


picked out areas which were 
more open, such as the Lake 
District, mountain areas and 
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affects mailing 


moorlands. 

When the scheme finished the 
manufacturer decided to improve 
on his future mailing plans and 
had printed better and longer 
letters with samples of cloth 
attached, and coupons to enable 
the recipient to obtain a reduced 
Price on the first order, and much 
higher quality envelopes carrying 
his name and address. In doing 
so his mailing costs must have 
risen greatly. But instead of in- 
creasing orders, it had the reverse 
effect and the safety margin began 
to vanish, 

When this happens it does jn 
effect mean one has reached the 
dividing line between direct mail 
and general advertising. Once an 
article is “commercialised” it 
must be given the necessary 
genera] advertising. The name of 
the product must be well-known 
to the recipient otherwise the 
mailing shot carries no guaran- 
tee prestige. Either a direct mail 
campaign must be planned and 
conducted in conjunction with 
other forms of advertising and by 
this means be a “commercialised” 
circular but at the same time get 
the response desired when sent 
to the proper market; or it must 
become a completely personal 
affair and obtain its response by 
faith caused in its simplicity. 
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Full particulars from 


Makers of the World’s 


finest Duplicators 


DUPLICATOR COMPANY LIMITED 


5 Dean Street, London, W.1 
Telephone GERrard 4556 
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TALKING PICTURES: 


[N The Meaning of the 

Queen’s Coronation, Pub- 
licity Films Ltd. have struck 
out into an almost unexploited 
field of film-strip production. 

In this 15-minute performance, 
the Archbishop of Canterbury 
has explained on behalf of the 
Society for the Propagation of 
Christian Knowledge, the mean- 
ing behind the ceremony, which 
will take place at Westminster 
Abbey, 

Each symbolic act of dedica- 
tion is accompanied by Dufay- 
chrome drawings in which an 
artist has sought to convey an 
impression of the most. signifi- 
cant moments on this occasion. 

Sound - Services Ltd. have 
manufactured the portable equip- 
ment, which has a table mode] 
screen plugged to a disc recorder. 
The teacher will have no other 
duty to perform than flick over 
the pictures on the brightly- 
illuminated screen, as the Arch- 
bishop's voice speaks to his class. 

The talking picture, which has 
enjoyed wide popularity in the 
U.S., has a wide range of outlets 
for industry. Allied Ironfounders 
Ltd., Ford, Aga Heat Ltd., are 
among the first to have used 
the medium. Its value lies in 
addressing small groups of per- 
sonnel, dealers, etc., for whom 
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New film strip idea launched here 


it would be uneconomic to 
produce a moving film. 


* * * 
UNDAMENTALLY, the 
LC. film, The Technique 

of Sampling, is not a visual! 


subject, It is a Jecturer’s subject 
with demonstration to emphasise 
the method of procedure being 
described, 

However, to people engaged in 
purchasing raw materials in bulk 
and to industrial scientists pur- 
suing their own quality tech- 
niques, this 30-minute film will 
not lack interest. It demon- 
strates two methods used by 
LC.I. to ensure that samples of 
raw materials like limestone, 
coal, and nitrate of soda, are 
truly representative of the bulk 
product. 

Perhaps the sequence which 
will] attract the most attention is 
the one showing a_ laboratory 
worker preparing herself to test 
out samples of Penicillin. The 
precautions taken to ensure that 
her hands, clothes, and instru- 
ments are absolutely sterile, sur- 
gery hygiene looks a casual 


a 


NEW SPONSORED 
FILMS REVIEWED 
by 
PAUL NUGAT 


affair. The film was produced by 
L.C.1.’s own unit. 
* * * 


PICK-ON-SOLES for foot- 

wear are not a film producer's 
dream of the perfect film story. 
But in Best Foot Forward, 
National Screen Services Ltd. 
have at least managed to intro- 
duce an idea into the script 
which should please the boot- 
repairing audience. 

The film opens with the Good- 
year Tyre and Rubber Co's ad- 
vertising mascot--A Girl on a 
Swing—coming to life out of her 
display card. The camera fol- 
lows her legs and feet as she 
trips downstairs to take a swing 
in the garden. This intro is 
concentrated and makes a sharp 
contrast and lead-in to. the 
Birmingham factory and the 
straightforward follow-through of 


stick-on-sole manufacture, quality 
testing and packaging. The fina! 
pay-off is the action of the intro 
in reverse. 

* * * 


BETTER title than 
Reliability should have been 
found for a most useful instruc- 
tional film for farmers on how 
to keep the driving chains of 
their mechanical farming equip- 
ment in the best working order. 
Without favouring the tractors, 
harvesters, reapers and binders 
of any particular firm, the Renold 
& Coventry Chain Co. have 
sketched in the historical role of 
the chain in farming. Then, in 
great detail, the film goes on to 
demonstrate how the broken link 
in the modern chain can be 
quickly removed and how, by 
periodic oj] baths in the old tin 
can, the life of the chain can be 
preserved. 

The film avoids the untypical 
setting of the ultra-modern farm. 
Pictorially, it may be less impres- 
sive but it is far more realistic 
and certain of being well received 
in farmers’ gatherings. 

“Reliability” was produced by 


COVER YOUR MARKET through all or 
any of 3,500 Independent Cinemas (the backbone of the 
industry) in England, Wales, Scotland and Northern Ireland. 


BUILD EXTRA SALES through 


; 3 Presburys SOLUS Advertising Film. No limit to length 
or number of mentions or visuals. 


2 a Presburys ONE-MINUTE solus or semi-solus film — 
exhibited on its own or with general interest items in a 
*‘magazine’’ film, or as part of a ‘“‘magazine’’ film. 


3 a Presburys FILMLET (normally 20 feet long) — ideal for a 


quick ‘‘punchy’’ message. 


CLEARLY EXPLAIN your process, product or service through a 


Presburys instructional, technical, or documentary film. 


RESBURYS 


Member of the Screen Advertising 
Association and the Association of 
Specialised Film Producers 


S. PRESBURY & CO. LTD., GLOUCESTER HOUSE, 19 CHARING CROSS ROAD, LONDON, W.C.2. Tel. WHitehal! 360! 
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Trainee drivers receiving 


mistruction in 
stripped chassis shown is that on which the 


Crown Copyright 


M1 


maintenance The 
Queen was instructed 


while serving in the WRAC. From the War Office (WRAC) film 
Greensleeves produced for the Army Kinema Corporation by 
Verity Films Ltd 
National Screen Services and bent for the sea, the pictures, 
runs tor 15 minutes with their companion notes for 
¥ ¥ * the lecturer, will convey most 
REALLY lush production graph cally the conditions under 
A from Verity Films Lid. is which lads will live after signing 
Greensleeves, for the Women's 0% The shots of the tanker awash 
Royal Army Corps In it the as : meany 260 “wage Rect nonest 
arc-lamps are focused full-on the portrayal of a life which is no 
pleasantest aspects of feminine picnic 
life in the Army. Johnson & Johnson Ltd. and 
In brief. the film is a study of Reckitt & Colman Ltd. are 
three girls with three quite com prominent among manufacturers 
mon reasons for signing on and of medical and toilet supplies 
coming from three quite distinct for the use they are making of 
walks of life. As each follows film-strips Subjugating their 
her own Army career and am commercial interests to credit 
bitions, their paths separate, titles at the beginning and end 


intersect, and part again, “Green 
sleeves” is a clever painting of 
opportunity, friendship and ser 
vice, awaiting the young girl to 


whom civilian life is staid and 
restricted 
It also has entertainment 


values, especially an emotional 

climax, which should keep it off 

the Army Kinema Corporation 

film library shelf for a long time. 
* ¥ ¥ 


ICKING out the highlights 
of a sober engineering feat, 
such Dorman Long Ltd 
accomplished when they built the 
Bridge Across The Tagus for 
the Portuguese Government, is 


nol easy 


as 


Byrd Film) Productions 
Ltd. make the most of the sub- 
ject’s possibilities. The most 
impressive sequence was also the 
most tricky operation in the con- 
struction, namely the floating in 
of the last section of the bridge 
in swiftly-moving water, where a 
few inches of miscalculation 
would have spelt disaster 

* ¥ * 


John 


HE launching of a new Esso 
tanker recently gives thei 
film-strip Life on a Tanker topic 
ality. Intended for bovs with a 


of the strips, they have concen 
trated on providing the Nursing 
Colleges with a series of films on 
baby welfare, midwifery, etc 
The producers and distributors 
of these film-strips are Camera 


Talks. who also produce the 
lecturers notes under the guid 
ance of leading medical auth 
orities 

Technical data 

on photography 

The British Journal Photo 
graphic Almanac, 1953 (Henry 


Greenwood & Co., Ltd., 5s.) has 
608 pages covering technical data, 
reviews Of new anparatus and 
materials, a survey of progress in 
various fields of photography and 
a 32-page pictorial photogravure 
supplement. Over 150 advertisers 
ire represented in the volume 


The Association of British 


Chemical Manufacturers has 
ssued Press Guide to British 
Chemicals and Their Manufac- 
turers to assist journalists, broad 
casters, lecturers and others who 
may be writing or speaking on 
chemical! subjects and who need 
quick references to sources of 


reliable 


information 
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Telephone 


films... 


rivet attention! And they car 


inexpensive if you employ 


if you're interested 


FILM PRODUCTIONS, 


Chaseside Engineering, and s 


1 be quite 


efficrent 


l6mm. specialists. Ask some of our 
customers——they should know! Are 
they satisfied? They must be —they 
come back for more! 

Colour synchronised 5 4, dia- 
grams, foreign language vers we 
take them all in our stride Never 
heard of us’? Well, we don't advertise 
much because we re pretty busy 
our chents include Salvation Army, 
Murex, Uganda Electricity Board, 


We can always find time for 
a chat and a demonstration 


ring 


Palmers Green 1003 


GATEWAY 


LTD. 


470 GREEN LANES, LONDON, N.13 
and 
9 ADAM ST. STRAND, W.C.2 


STANLEY SCHOF 


1ELD 


PRODUCTIONS, Ltd. 


Special! 
ducers 


mm, f 


— 


colour 


new ey 


premis 


6-7-8, OLD BOND ST 
LONDON, W.1. 
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NEM® 
REACH YOUR 
TARGET 


Via a Powerful Medium 
on 


R.A.F. Cinema Screens 


PATRONS IN 


For further Information 


CONSULT— 


P.A. CRAMER & CO., LTD 


Theatre, Cinema and General Publicity 
25a, OLD COMPTON STREET, LONDON, W.1. 
GERrard 1404 
AGENTS IN THE 


UNITED KINGDOM 


Lemme %9FO THE RAF. CINEMA CORPORATION 


ADVERTISER'S WEEKLY 


ne ne 
SS 


1952 


In 
Coronation 
ear 


Cover the prosperous industrial 
and agricultural areas of Beds, 
Herts and Bucks, through the 
Home Counties Newspapers 
Group of eleven individual local 
newspapers 


of the 


-an obvious choice 
astute advertiser who 
seeks coverage, service and value. 


+ * * 


When planning = your 
campaign remember the 


HOME COUNTIES 
NEWSPAPERS GROUP 


1953 


PER TRADE 
$/col mm FLAT 
INCH RATE 


AB.C NET SALES 
126,765 


Represented in London by 
WILL KITCHEN, Jr. LTD. 
131 Fleet Street. EC 4 Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manager Claude W. Gilder 
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MIVHE Mickey Mouse anima 
tions had a basic tune run- 
ning through which synchron- 
ised with the various 
characters’ actions. That is one 
of the strong points of a good 
animated picture — that the 
sound is synchronised with the 
motion and that there is a 
jingle of some kind running in 
the background 
In television, we have to take 
animation, which up till now has 
been used mostly for entertain 
ment, and develop methods which 
will make it sell without sacrific 
ing entertainment value The 
commercial field) presents prob 
lems with which the entertain- 
ment animator is not concerned. 
We have, first of all, to get the 
message of the advertiser over 
We have to identify his product 
strongly We may have to 
animate a jingle which somebody 
has dreamed up, and make it 
entertaining (in itself no mean 
trick), And last, but most impor 
tant, we have to keep within 
somebody's budget 
When animation was first ap 
plied to television in America the 
technique as they knew it proved 


DO YOUR FILMS 
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Commercials for Television Films— 1 


New and stronger animation style 


April 23, 1983 


will be 


needed to gel sales message over 


By NEAL ARDEN 


to be inadequate. It was not 
strong enough because of the im- 
perfection of ‘TV transmission. 
A new and successful style of 
commercials was evolved to bring 
out strong design and break away 
from the Disney type of soft and 
mushy animation. So a newer and 
stronger styling than that applied 
by cinema film makers is one of 
the steps to be accomplished. 
Ihe most important part of 
any TV commercial is __ the 
original storyboard. If it is well 
planned, it accounts for every 
line of speech. every action, A 
storyboard for a 30-second spot 
may be so overloaded with ideas, 
actions and selling points that it 
could) run for 30 minutes. 
Another, though overloaded with 
action, has but one or two words 
here and there. But a_ well 
planned and well balanced story- 
hoard assures a well balanced 
“commercial” picture. 
The cost of animation is high, 


but it is mainly a matter of 
labour. A New York animator 
once told me that 500-700 man 
hours have been needed for the 
making of an animated commer- 
cial lasting only 40 seconds. He 
went on to explain that “if theze 
are 500 drawings in a picture it 
will cost so much, and if there 
are 1,000 drawings in the picture, 
it will like as not, cost twice as 
much.” That is what really con- 
trols the cost of animation and 
that is what the producer will 
learn from the agency's story 
board 

If all agencies will give pro- 
ducers, when the time comes, a 
complete job on a storyboard, or 
the opportunity to do a complete 
job themselves, the producers will 
be able to make a firm quotation. 
A “complete job” comprises such 
things as the number of characters 
involved, the number of back- 
grounds, the type of sound track 
and any possibilities for short 


Reach thousands every week ? 


Give vou direct contact with vour audiences ? 


Provide a mobile solus advertisement ? 


THEY WILL 
IF YOU HIRE 


DAYLIGHT 
CINEMA 
VANS 


from 


BRITISH FILMS LIMITED - 


At a cost of \id. a head? 


199 PICCADILLY - 
See us on Stand BS Grand Hall, Olimpia, at the B.LF. 


cuts such as using limited rather 
than full animation. 

It is unwise to use animation, 
for what can be better done in 
live action. 

In America, the animation 
business has been a pretty tight 
little group. Not many people 
have moved out of it because it 
takes a long time to make an 
animator. However, a few of 
these people are now accepting 
jobs with advertising agencies 
and the agencies, as a result, are 
showing some sound thinking 
where storyboards and commer- 
cials are concerned, 

On the day when the new 
television will be demanded of us 
in this country, there will be 
enough people available who are 
experts at animation and who 
are able to do the work as 
though it were second nature. 
Agencies can therefore safely plan 
for animated pictures within their 
television endeavour, in the sure 
knowledge that the work, when 
they want it, will be done. 


LONDON : W.1 
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How to advertise 


the Isma Dishwasher 


The Editor of “ Advertiser's Weekly,” who attended as an 
observer, describes the 1.1.P.A. week-end course at Durham, 
which was based on an 1.S.M.A. Students’ exercis.. 


N the minds of nearly 50 

young men and women from 
advertising agencies, Durham 
Castle will for ever be asso- 
clated with washing-up 

Not, of course, that during 
their week-end at the Castle they 
had to do ans The Institute of 
Incorporated Practitioners, which 
held its third week-end course 
there this month, saw to it that 
their needs well looked 
after But thes had to think 
talk, and even dream, washing-up 


were 


and in 
to thank 
“invented” the 


For which enjovable 
structive ordeal they had ¢ 
the genius who 
Isma Dishwater the non-existent 
new product for which they 
planned and presented a variety 
of advertising campaigns. 

But why “Isma? This needs 
explaining 

For the first week-end course, 
Whiskoff, a cream for razorless 
shaving, was the hypothetical 
product; for the second, “Prince 
of Orange,” a new marmalade. 
Both these ideas originated with 
the Institute, the first being a 
follow-up of the LIP.A. exhibi- 
tion. kor the third, something 
different was sought, and it was 
particularly desired to impress on 
students the importance of close 
integration between sales and ad 
vertising policy 

The Durham exercise was 
prepared with the aid 
of the Incorporated Sales Man 
agers’ Association, which held 
last November a course in which 
Students studied the sales prob 
lems involved in the launching 
of a new dish-washing machine. 


therefore 


The sales policy worked out by 
the I.S.M.A. students for the 
“Isma Dishwasher” furnished the 

brief” for the LILP.A. exercise 


Support for dealers 
and salesmen 
Summarised, this 

quired the “Durham Advertising 

Service” to plan a campaign, 

with an appropriation of £15,000 

for the first year, which was to 
be confined to the London, Birm- 
ingham and Manchester areas. 

Iwo hundred dealers would be 

appointed, and there were already 

100 trained salesmen Task of 

the advertising would be to sup- 

port these dealers and the sales 
force. so that the expected first 
vear output of 10,000) dish 
washers, at £49 10s. each, would 
be sold 

?rocedure followed the pattern 

of previous After a 

talk by each member of the 

tutoria! staff, the students split 


brief re 


COUTSes 


syndicates of five or 
six, each with its executive, 
media planner, copywriter, visu- 
iliser and production specialist, 
none of whom necessarily do 
these jobs in real life. Each 
syndicate prepared its scheme. 
all schemes being presented and 
criticised on the final day. 


One zestful syndicate (in ant) 
cipation of a future national 
campaign) even sang in chorus a 
song “Let the Isma do the wash” 
tor commercial radio! 

At the close, the directing 
staff gave a short, spontaneous 
demonstration of an agency plan 
ning conference, It was not easy 
for they had to talk about the 
Isma_ Dishwasher, and a good 
deal of their thunder had been 
stolen. All eight syndicates had 
presented sound, workmanlike 
schemes, based on press adver- 
lusing, supported by sales litera- 
ture and in one or two cases by 
an advertising film. The lecturers, 
if their demonstration was to be 
instructionally stimulating, had 
a scheme which, if not 
necessarily better, was essentially 
different 

What emerged—in the 
of one of its sponsors, 
to jell” —after half an hour of 
friendly argument, was a scheme 
with a two-minute, star cas! 
live action film, to be shown in 
each area as a prelude to store 
demonstrations, as its main 
feature. Provision was also made 
for co-operative press advertising 
with dealers, for a press party, 
for ample sales literature (in 
cluding a million photographic 
leaflets, and a four-page Daily 
Mirror style news-sheet — that 
someone suggested might be 
titled The Washtower). and. in 
London, for Tube 

Aim of this scheme, as of 
presented by the students. 
was to get the dishwasher 
demonstrated to as many poten 
tia] purchasers as possible 


up into 


to concoct 


words 
began 


cards 


those 


In every way this course 
repeated the success of its pre 
cursors To spend two days and 
three nights in a great medieval 
(now the home of Univer- 
sity College, Durham) was in it 
self an unforgettable experience 
lo E. Ward Burton. 
of the LEP.A. education com 
mittee, and his team-—-R. S. Cap 
lin. Howard Wadman, (¢ KB 
Bagg, H. A. B. Lee and Eric 
Brown— all. of course. giving 
their voluntarily, goes 
credit for once again demonstrat- 
ng the value of this method of 
tuition in practice 


castle 


chairman 


services 


agency 


ADVERTISER'S WEERLY 


Exhibition Stands 
DESIGN & CONSTRUCTION SERVICE 


MERCURY DISPLAYS LTD 


Heod Office 


171 NEW BOND STREET, W 


394 YORK ROAD, S.W.18 
Tele: VANDYKE 3562 


Tele: GROSVENOR 8711 


EASTWOOD STREET, S.W.16 
Tele: STREATHAM 4595 


No Local Campaign Is 


Complete Without The 
BOLTON 
STANDARD 


—the town’s brightest weekly, and 
best results for your advertising. 
Circulates in Bolton and surround- 
ing townships, and seen by 80,000 
readers. 8/- per s.c.i. Thursday 2d. 
Don't overlook the claims of the 


BOLTON STANDARD 
Victoria St., Bolton. Tel. 4742/3 
US High Holborn, W.C.1. 


ESSEX 
WEEKLY 
NEWS 


—read by 
the “‘County”’ 
people— 
who still do 
have money 
to spend. 


26 HIGH ST., CHELMSFORD 
Telephone 2795 


CORONATION 


SCREEN PRINTING 
IN BRILLIANT WEATHER 
RESISTING COLOURS 


— 
OM TO ANY MATERIAL 

GURS OR YOURS AS DESIRED 
LOWE OR SHORT RUNS 
DETAILS AND QUOTATION 
BY RETURN 


Chancery 8752/3 | 


ASIFOR OUR CORONATION. WIND 


CORONATION 
ENLARGEMENTS 


Ask for illustrated price 
list and supplement 
showing latest 
Roya! Family group,ete 


AUTOTYPE 
Brownlow Rd. W.13 
EALing 2691 


SCREEN) 
PRINTERS | 
pecialising in 
BANNERS | 


FOR ALL TRADES © 


consult 


Kandor | 


19 CONDUIT ST. 


LONDON, W.1 
Telephone Mayfair 0033/4 


RTPA LETTER ASAT SPY SRP REST 


fact | photography 
. | advertising 


FULL COLOUR FACILIT'ES 
Official Photographers to the LONDON (00 


26a BREWER STREET, Wv.! 
GERRARD 6665 and S868 


“OOVEMNSOOULUEOLUSEO0UDUOTORUESROOEUAERUASOOA LHASA HONEA, 


DOASPLAN 
S\UK SCREEN 


SSOCIATED 
RTCRAFTS to 
PLACE, CAMDEN TOM om 


‘WDER A 
€USrow 14/6-7 
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Price : 


DVERTISING agents 

harry the printer for 
impossible deliveries, demand 
the finest work, must have a 
price to-morrow — until the poor 
little printer feels like an April 
lamb being chased and harried 
by a hungry, insatiable wolf 

You get face to face with the 
wolf | am referring to in the 
print buying department. He is 
called a print buyer 

Ihe young contact men who 
plan the advertising with the 
chent inform him ot the kind 
of printing and the quantity they 
need. Very often they don't 
inform him, at the beginning any 
way, when they need it. Not yet. 
hor executives are “wise boys.” 
After they have been given the 
price and the paper samples and 
the chent’s order, they stroll in 
casually on Monday morning and 
say, with an injured look. “OF 
course you know the posters are 
wanted next Monday.” He hasn't 
mentioned it before and he alone 
knows, so how can you know. 
Neat Monday! That is how silk 
screen printers get so many 
orders from advertising agents 
No one else can do it in the 
time! 

Rapid service, though import 
ant, is not the only thing — not 
even the first thing! ‘To fix in 
your minds the four things 
advertising buyers need, I give 
you the letters: P-Q-R-S. 


P 10 a buyer, stands for price 

Let me tell a story about P 
for Price. I was the wolf 

At the second last moment a large 
client wanted 21,000) showcards 
in three lots of 7,000 and itn 
three colours in some unreason 
able time. I hesitated even to 
mention the date to the screen 
printer we usually get to do this 
kind of job. So LT said to my 
buver: “Let’s split this job in 
two. Give ‘A,’ our usual man, 
a third of it and two thirds to ‘B 
who has been pestering our life 
out to ‘put in a quote.” *B’ will be 
so keen to get the order he will 
do it in half the right time and 
we will make our date.” 

Sure enough, “B" accepted our 
date with an enigmatic smile -l 
also got it in writing'--and went 
on to give us a price. His estimate 
for the job was exactly half 
“A’s” price! 

P stands for Price -and looks 
sometimes like Poppycock! We 
have just had delivery. The jobs 
are identically good, But the 


ADVERTISING AGENCIES EXPECT .. . 


(Quality : 


man who got £174 instead of £87 
has me worried Either he is 
making too much, or his methods 
are antiquated, or we are paying 
far too much, which I think 
unlikely. P for Price -but a fair 
price, 


( STANDS for Quality. Most 
agents have built up their 
businesses on the good quality of 
their work. I recently visited a 
sik screen printer's showroom. | 
went round pointing to this job 
and that job and every single 
example that I liked and thought 
original except one, and I selected 


C. W. Cousland 


A PART-ALPHABET FOR SILK 


Rapidity : 


yesterday -and the other one day 
later. Screen printers’ sales staff 
should be trained to educate 
buyers in how long jobs take 
foo often we get cheerful assur- 
ances and then later in the day 
the works manager rings up and 
gives the real date. A good rule 
is to add two days to the possible 
time and then deliver a day early 
This gives you two days for ace: 
dents and how frequent they 
are! 


ERVICE to an agent is much 
more than just delivering to 
date. Here are a few wavs in 


SCREEN PRINTERS 


technical production manager, W. S. Crawford Ltd., had 

some challenging things to say when he addressed a recent 

meeting of the Display Producers and Screen Printers 
Association. This is an extract from his speech. 


nine, Was designed and created 
by an agent! It is true to say 
that much of the most forceful 
selling the brightest ideas —come 
from advertising studios so this 
high quality advertising must be 
backed by quality screen printing 

Price first but the greatest of 
these is Quality. 


| STANDS for Rapidity A 
‘rapid price service and a 
rapid delivery service-we need 
them both. “Why always so 
rapid?” you may well ask 

As we were leaving the office 
on Easter Thursday my phone 
rang an international  chent 
phoning from Holland. He had 
our letter saying his Golden 
Jubilee Book required — three 
months’ minimum but he must 
post it on May 20, so would we 
yet ahead to-day! Seven weeks 
to do 12 weeks’ work —almost 
impossible, 

Plain procrastination - putting 
off never leaving vourself with- 
out a job for to-morrow—never 
doing to-day what can be post- 
poned till to-morrow—that is 
whv there is never enough time 
to do a iob well. 

1 am convinced that another is 
lack of knowledge. 

Screen printers can help us 
ind our clients -by preaching 
“more time.” While screen print 
ing has been built upon its 
rapid delivery for short” runs 

and long runs, too, now-—-most 
buvers do not have a clear idea 
of how long, say two, printings. 
as against seven printings—both 
500-—take. They ask for one 


which silk screen printers can 

give service to clients and build 

up a goed account. 

1. Why do so few travellers show 
sumples after the first) visit? 
One sees some good work and 
gives an inquiry. Then only a 
smiling representative with 
“Anything to-day?” Take 
along any unusual idea, any 
new technique, any advance 
in screen printing. Agents 
must be up-to-date, must show 
the best and latest--they want 
to sce and use any new twist 
which gives fresh appeal to 
their clients’ advertising 

2. Give really accurate technical 
advice. Many jobs are borde! 
line cases; let the principal 
zo himself and say if he can 
undertake a difficult job -and 
if not how to amend it to 
make it possible. But such 
advice should be honest. No 
use saying “Yes, we can do 
it.” and turning out a disap 
pointment. that is not service. 

When such a problem is insolu- 
able, take it away -give it to 
your manager or brightest young- 
ster—and see if you cannot solve 
it—experimentally. 

Early silk screen was very 
simple. The photo stencil has 
transformed lettering and _ fine 
detail. Screen stencils will revolu 
tionise the process and treble its 
usefulness 

Can your association not unite 
to finance research—say with the 
help of Patra—or form its own 
smal] research unit. so that devel 
opment can be much more rapid 
and scientific 


APRII 


Service 


Take the SGUCC LCE it has 
hardly improved in 20 years! 
Surely even in hand work there 
is a quicker, more mechanical 
method. 

lake infra-red for drying, | 
saw a German dryer which 
allowed work to go on with only 
a 10 or IS second break That 
would make your process even 
more useful and challenging to 
print, 

Fake fluorescent ink. A very 
few recent examples have shown 
that it can be tasteful and yet 
arresting, too! But it has been so 
“cheaply” used, so over-empha- 
sised, that many huge concerns 
will not touch it. This is a loss 
to the screen printing industry 

Why not form a small panel of 
art directors with one or two 
really able designers on it to 
work out some ways of really 
exploiting fluorescent colour? 
Clever designers will lay down 
rules, and exploit methods of 
using fluorescent colours. which 
will make present methods look 
like a fish trying to climb a tree 

Take lettering. The emergence 
of photo-typesetting methods is 
of great importance to. screen 
printers. Are these photosetting 
methods being exploited for silk- 
screen-—or only for offset? 

Take fine prints. In Canada } 
saw a Series of wonderful “prints” 
produced by T.C.A. In France, 
clever imitations of oil paintings, 
which are indistinguishable from 
them, have been sold for £25 
each. Is there no market for silk- 
screened prints of new masters? 

How about full-colour screen 
work which would lead to full 
colour 16-sheet posters? Or half 
tone imposed on_ solid screen 
colours? Or the vividness of 
colour photography allied to the 
solidity and brilliance of screen 
printing? What about three 
dimensional — silk-screen  show- 
cards? 

These are all possible ways in 
which your craft could be devel- 
oped. 

And I am certain sereen print- 
ing could be mechanised A 
friend told me of seeing in 
Chicago a huge screen printer 
with 1.000 employees and over 
300 machine frames—his single 
storey factory was like a vast 
garage. A good costing system. 
advanced technical classes, and 
an annual exhibition touring the 
country would all interest the 
advertisers, create a desire for 
more silk screen, and develop 
and enlarge vour craft as a 
scientific printing method, which 
few processes could surpass, 
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TYPE NSA AIR BRUSH TYPE ACA-I AIR 
COMPRESSING OUTFIT 


eo 
TYPE NSE AIR BRUSH PRESSURE REGULATING® 
TANK 


It is amazing what a difference it makes to have the Air Brush at your 
elbow . .. Studios where Aerograph Air Brushes are laid on individually 
for each artist report a striking improvement in speed of work, and — 
still more —in quality. Aerograph Air Brush equipment, in full use, pays 
its initial cost Over and over again. Write for booklet (5H), giving details 
of Aerograph Air Brush and 
A E R 0 G R A P H Air Compressing equipment. 
A ‘ R B R U $s H ES * For precise adjustment of air pressure 
THE INSTRUMENTS FOR FINER EFFECTS at each studio bench. 
The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 


Telephone: Sydenham 6060 (8 lines) 


Showrooms :— London, Birmingham, Bristol, Glasgow, Manchester 
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161a—166, Strand, Londos, 


Temple Bar 6089 


ADVERTISER'S WEEKLY 


CROOKES 


for the Chemist 


BRYLCREEM McDOUGALLS 


for the Hairdresser for the Grocer 


They all a) on the 
GARTSIDE 


display service- 


because we give Quality with Quantity, and Service 
with Civility. 
We can definitely help you if you give us the opportunity. 


Be amongst the leaders —with Gartside, the complete 
nation-wide service 


OLDHAM MAYFAIR EVEREST 
for the Garage Man 
CaS va 


for the Confectioner for the Draper 


GARTSIDE DISPLAY SERVICE LIMITED 
480/482 Harrow Road. London. W.9 LADbroke 2712 
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| How to use film advertising in 
| Southern Africa... 


Aprit 23, 1953 


Y 
, 
", ' , 7 ’ ' 
By RONALD MAXWELL, of Filmilets (5.\.) Ltd. 
TIVO understand why the touring film projection vans that the advertiser—competing — pro- ind townships are available to 
cinema is so important a Put on weekly shows in outlying ducts are not exhibited on the advertisers 
. . — 7 | le 7 a] . . , . 
medium in Southern Africa, it a districts € fil same reel of filmlets USE OF AFRIKAANS: Low 
must be appreciated that con- yp ewa soe st F ccorcranee _— Exhibition contracts normally cally, every person visiting a 
are “se ) t cS eaal : ; 
ditions for screen advertising |. gy ih in tenell yee ae run om Poses: ne martes cinema understands English, as 
; | . » arrange ie 7 3 5 ade ones 
. differ greatly from) those in : “df he ee On ee san the majority of feature films are 
Britain : a produced from the standard example of exhibition cost, 4 produced in England and 
; Bee minimum length of 60 ft. up to circuit of cinemas covering the America, But recommendations 
Programmes ara not continuous 240 ft seven major cities is rated at ap tre made to advertisers to exhibit 
and seats are bookable in ad Production charges are far proximately £10 per week for a Afrikaans versions of their films 
vance, This similarity to theatre lower than jn Britain and 60 ft. production. Exhibition of in certain towns where Afrikaans 
ea going habits is carried a stage America. ‘The cost of making a longer productions is charged is the mother-tongue 
further by the fact that each per £0 ft. 35 mm. filmlet, complete pro rata. In smaller centres, the Ihe majority of advertising 
formance incorporates an inter with sound track, is £78, and in rate is considerably Jower than ; 


films produced in Africa are 
for the main cities designed to do a selling job, and 


NATIVE CINEMAS: Films — incorporate the main sales points 


have a special value when reach- — of the product in question. Film 


val, separating the supporting colour the charge is £156. Film 
programme from the main feature — Jets in excess of 60 ft. are charged 
ie film During this interval, and pro rata. Other language versions 

wlso before the commencement of 


‘ he ade ‘ ) tho \ ' | 

: he , » Ive » fil sve « made of any production ing the potential that exists lets featuring well-known over 
the programme, advertising films at a nominal cost. a : aie as . sree bageedicnn ob 4 
i 1 slides ure screened . among le Vast rican native seas artistes are regularly made 
ge —. ’ The weekly distribution — of 


ia } —ipareagpel f all = population, estimated at £84 when they visit the Union of 
O less than 7A-per cent of a filmiets to cinemas is kept million per annum in the Union South Africa. In these instances 


cinemas are available for exhibit entirely apart from the allocation of South Africa. The degree of scenarios are written around the 
ing advertising films, This cover of the normal film programme. — jjjiteracy is still high and the advertiser's product, so that the 
age is distributed as follows Exhibition arrangements are motion” picture is the ideal talents of the artist afford a 


Cinemas — flexible An advertiser can medium for attracting this im natural 


“tie-up.” A recent film 
Union of South Africa 435 i 


arrange to bring his film back to portant native market. Experi let of this nature featured Terry 
Southern Rhodesia 24 the same cinema, or a different ence has shown that productions Thomas, illustrating his exper: 
Northern Rhodesia 9 cinema jn the same town, as often made with native actors are the ences as a smoker This filmlet 
Bast Africa 23 ; 


- us space is available. The only most effective. One hundred and runs for 85 


seconds and raised 
Coverage is also available with — restriction is one in favour of four native cinemas in locations 


immediate audience response 


= =€=3 DIMENSIONAL ADVERTISING PRINTS 


if *WE specialise in the production of all kinds 
| of 3 Dimensional Advertising Prints 


*WE take all the necessary Photographs 
*WE supply the special Blocks Pog 


* WE make the viewing spectacles 


and 


WE aan print for you... 


3 Dimensional LEAFLETS 

FOLDERS: BOOKLETS \ 

INSET SHEETS FOR JOURNALS \ 
PICTURE CARDS: ETC. 


*x*WE have produced more than 
: 10,000,000 3 Dimensional Books 
. and many millions of Advertising Pictures. 


ENQUIRIES 
INVITED 


W. WALKER & SONS (Associated) LTD. 


3 WOODSTOCK STREET, LONDON, W.1. Telephone MAYfair 6150 
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SPONSORED RADIO TO COME— 
BACK IN BELGIUM ? 


A modified torm of sponsored 
broadcasting is likely to be re 
introduced in Belgium in Septem 
ber. It is proposed that private 
stations—including many of the 
regional ones which operated 
before the war—should be allo 
cated wavelengths not used by 
IL.N.R. which has enjoyed a 
broadcasting monopoly since the 
war. These stations will be per 
mitted to accept commercial an 
nouncements. 

The co-operation of education 
authorities and other bodies of a 
cultural and scientific character 
is being enlisted and a code of 
standards is to be drawn up and 
administered by a special council. 
Publicontrol, §.A., Brussels. 


* * * 


The flood disasters in south- 
west Holland at the beginning of 


February are 
not likely, after 
NEWS all, to have a 
FLASHES depressive effect 
on the Dutch 


FROM WORLD 
MARKETS 


economy as the 
districts affected 
were predomin- 
antly agricultural, The trade and 
payment balance for February 
turned out very favourable. 

One result has been that firms 
who cancelled their advertising 
have restarted their campaigns. 

Prominent among firms who 
have reappeared are Unilever 
who led the cancellation move- 
ment. They have been offering 
four tablets of Lux toilet soap for 
the price of three. Palmolive 
promptly followed with a similar 
offer 


* * * 


Co-operative advertising 
caught hold of the imagination 
of Dutch business men, A num- 
ber of new industries have taken 
to it recently. 

The campaign for tinned goods 
foreshadowed here recently has 
materialised with weekly quarter- 
page advertisements in the news- 
papers. This campaign was 
launched because sales of tinned 


foods declined appreciably in 
1952 
Another new collective cam- 


paign that has appeared is for 
floor covering. Only three firms 
Operate in this field in Holland, 
and rather than compete with one 
another they prefer to adver- 
tise jointly. The tailored clothing 
manufacturers have also Jaunched 
a joint campaign for made-to- 
measure clothing. to gain ground 
on ready-made clothing There 
is also a collective campaign for 
gramophone records 

It is dificult to say whether all 
these campaigns will yield the 
results expected of them. It does 
however seem that various trades 


are becoming more publicity- 


has | 


minded, if not individually 
leu fjasysaw hole. 
* * ¥ 
Reconstruction of the inner 
city of Rotterdam, bombed to 


the ground in 1940, has provided 

many new and valuable outlets 

tor all kinds of consumer goods. 
* * * 

Majority of members of a com- 
mission which met in Holland 
recently decided against the for- 
mation there of an “Advertising 
Council.” 
formed by the Advertisers’ 
Union, the Dutch daily press, 
the Dutch Organisation of News- 
paper Publishers, the Dutch 
Newspaper Press and the Asso- 
ciation of Certified Advertising 
Agents.—B. Knol, Amsterdam. 

* * * 

From May 2 The Sydney Post- 
Record, Nova Scotia, Canada, 
will become the twentieth paper 
to carry Weekend Picture Maga- 
zine as its weekend supplement 

The Sydney Post-Record claims 
a net circulation of 26,365. This 
will bring the total net paid sale 
of Weekend Picture Magazine to 
over a million. 

London representatives of the 
Magazine are Joshua B. Powers 
Ltd 

. * * 

South African Publishers Ltd., 
Cape Town, are to publish a 
new quarterly journal for the 
luxury trade— South African 
Jewellery Shop and Gift Counter 
The first issue, to be published 
in July, will be lavishly illustrated 
and printed on art paper through- 
out. Technical Publications (Over- 
seas) Ltd. are the British repre- 
sentatives. 


Berlingske 
Tidende 


Dawmork's 
for oll aduertising 
yprryposes 


Exclusively represented by 


JOSHUA B. POWERS LTD. 
14 Cockspur Street, London, $.W.1 


G.F. KRUSE | 
LTD. | 


= ome teeia net 
S _37 SPRING STREET w.2. 
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London: C PR Cc: 


ne, 44 Fleet St 


FAMILIES EVERY WEEK 
ILLUSTRATED 


LEICESTER CHRONICLE 


— C4 Tel. Cen. 6820 


Corograph Ceelouching 


| have specialised 
%3 years and 
® TECHNIC 4é 
®@ LETTERIN 
@ PHOTOPRIN be 


47 FLEET STREET, 


SCARBOROUGH 


and 
District Newspapers 


SCARBOROUGH EVENING NEWS 
SCARBOROUGH MERCURY 
BRIDLINGTON FREE PRESS 


A.B.C.— 4AG i 6 


Covers agricultural district» and 
holiday resorts of N.E. \ orks. 


NORMAN SMAL! 


ILLUS 


92 Fleet St., E.C.4. CENtre 4209 


. 
in 
welcome 


J 


this work for 
your enquires 


fiel. 


Jo : 
if Potentia; business 


Just a reminder ! 


The new Offices of the 


NATIONAL  NEWSAGENT 
BOOKSELLER, STATIONER 


are situate at 
149 Fleet Street, E.C.4 
Tel. CITY 2604 (5 lines) 
. 
The N.WN. is the only 
Journal in the field with 


a guaranteed A.B.C. five 
figure net sale. 
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HAVAS PROMOTION 
FOR J. F. SOVA 


PREVIOUSLY gener) man 
5. F. Sova has now been appointed 
managing director of Havas Lid 
(Interna mat 
Advertsing 
Servic €), 
London 
Ih yi 
ficam ol 
this, he teil 
it me 
han a purel 
person ore 
thou | 
doub i 
W p cen 
increase in 


turnovefd 
ompanriny 


1982 with 
1951 ha 
omething to 


do with it. [tis the policy of Havas 
io establish the character of tl 
agency aS British Mr. Sova 15 
British by naturalisation and out 
look, especially in his conception of 
the principles of agency practi 
Other British directors, he 
will shortly be appointed 

Before settling in England, he had 
m adventurous carecs The ou 
break of war found him in Poland 
He served in the Polish Army. When 
Poland was overrun, he escaped to 
France via Hungary and Jugo 
slavia, joined the French Army, was 
captured by the Germans, and spent 
several years in a prison camp 

Before the war ended, he escaped 
to England, and served for a whik 
in the British army. Since 1947 he 
has been a member of the Havas 
‘afl in London. Aged 35, he can 
speak six languages. 


Following his 
uncle 
NEWLY-ELECTED juror vic 
president of the Newspaper Society 
Maleoim Graham, 
managing director of the Midland 


chairman and 


News Association Ltd., publishers 
of the Wolverhampton Express and 


Star and associated newspapers. 

He is a former president of th 
West Midlands Newspaper Socicty 
nd. as chairman of the Newspaper 
Society publicity committee, was one 
of a delegation which visited the 


United States in 1946 to inspect the 

operation of the Bureau of Adver 
ng. He is now chairman of th 

Society's advertising committee. 

In his election to the punior vice 
presidency ot the Society Mr 
Graham follows in the steps of his 
uncle, N. B. Graham; who was 
president in) 1928-29. 


* * * 


|| of London's newest adver 
using agency, David Macaulay, sol 
director of David Macaulay Adver 
ising Lid., is something of a gloh« 
trotters 

Hhis father was an army man and 
the family was frequently on the 
nove. During the war he served in 
the Navy-—-gun boats and = mine 
sweepers, and on demobilisation 
made several business trips overseas 

David Macaulay started his career 
in the advertisement department of 


| 
URGENTLY 
| WANTED 


Your 


SCRAP METALS 


ELECTROS - STEREOS 
ZINCOS - HALF TONE 
COPPER -: BRASS 


PLEASE SEND or LET US COLLECT 
BEST PRICES PAID 


FOUNDRY - 


IMMEDIATE CASH SETTLEMENTS 


HARRISON’S 


METAL SMELTERS AND REFINERS TO THE PRINTING AND 
ALLIED TRADES FOR OVER FIFTY YEARS 

E. J. HARRISON LTD. 

MILL GREEN ROAD - 


Telephone : Mitcham 2231-1881-4054 Telegrams: Destroying, Mitcham 


MITCHAM 


J. & A. Churchill Lid.. medical pub 
lisher Mor ently he was with 
i firm of m hants where he 
Wil n ch ; of dvertising and 
handled marketing and 


dollar imming promotion scheme 

In 1949 he went into partnership 
with G. M. McLeish and tormed 
McLeish & Macaulay, the firm of 
colour photograph who, nu will 
be remembered, la 


nded the Council 
of Industrial D vl olour contract 
for the Festival of Britain, which is 
beheved to be the hirg contrac 
of this nature ever placed in this 


country 
On duty you will tind Mr 
Macaulay playing the piano—cen 
husing over vintage cars— he drives 
1930 Alfa Romeo--or participat 
ing in inland sailing. His home is 
in’ Windermer 


Horizontal move 
“BEORIZONTAL toosfer” is, | 


beheve, the correct phrase to 
describs he temporary move of 
William Voigt, of the campaigns 
management section, C.O.L, to the 
C.O.1. Southern Regional Office at 
Reading. At any rate, he will now 
be at the receiving end of some ot 
the C.O.Ls campaigns and other 
activities; and it is always good for 


ti man to have to “take wt” as well 
as dish i out 

Agency trained, Mr. Voigt crossed 
he tine into public relations in 


1935 when he joined the Coal 
Utilisation Council as Southern 
Area public relations organiser, but 
has never lost his interest in the 
advertising movement as such. He 
represented Birmingham trom 1944-8 
on the Club Development Commiut- 


tee; played a leading part in 1946 
m forming the Birmingham Publ 
city Association, of which he has 
since been an honorary vice-presi 


den and organtsed the P.R. ses 
sion at the 1948 Harrogate Con 


Back to Milan 
Now ending his visit of about a 


fortmght to this country is D. 
Geolirey Bell, managing director of 
C.PLV. Ttahana, located in Milan. 
Why should Colman, Prentiss & 
Vailey base their Hahan activities 
on Milan, you may ask, and not 
Rome? Because Milan is the com 


mercial and industrial centre of 
taly 

Of Mr. Bell's 43 vears, 16 have 
been spent abroad in international 
advertising n th interests of 
British companies Before the war 
he managed the Calcutta office of 


the Stronach agency Coming to 
C.P.V. about a year ago from 
Atlantis (Rast), Calcutta, a Reckitt 
& Colman associate, meant a quick 
change from curry to ravioli and 
Chianti! In India he did a good 
deal of mountaineering and tick 
king; in Italy he hopes to find time 
to climb in the Dolomites. 

Mr. Bell's) general manager in 
Italy ts Ray Thompson. Formerly 
an account executive with Masius 
& Fergusson, Mr. Thompson is 30, 
bi-lingual, with an Italian wife and 


a little daughter Both men have 
travelled Italy hy car very 
thoroughly on marketing and busi 
nh in SI , ons 
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"Croydon Times" 
new ad. manager 


VoORKSHIRE, Eastbourne. and 
now Croydon have been the stop- 
ping places in the career of H. O. 
Figie, who has just been appointed 
idvertisement manager of the Croy- 
don Times 
Series ol 
nm ¢ W Spapers 
He began his 
newspaper 
career in 1923 
in the classi- 
fied advertise- 
ment depart- 
ment of = th 
Yorkshire 
Post and 
Yorkshire 


Evening Post 


two papers 
on which his 
tather the 
late Joseph 


H. Elgic (who 
was, incidentally, the author of a 
number of books on astronomy) had 
served as a journalist before him. 
After representing The Engineer 
and The lronmonger in’ Yorkshire 
and the north-east for many years 
Mr. Elgic went to Eastbourne four 
years ago, as advertisement manager 
ot the Eastbourne Gazette and the 
Eastbourne Herald Chronicle 


Home again after 
the floods 


Y 
Now back in his home in Thorpe 
Bay after a ten weeks’ absence 
owing to flood damage is L. A. 
Cade, London advertisement repre- 
sentative of a number of provincial 
papers. The house is now habitable 
but needs complete redecoration. 

Incidentally, he tells me that his 
father, G. A. Cade, who emigrated 
to Tasmania in 1949, is returning to 
this country permanently. 


In the swim 
APPOINTED (6 take charge of 


National Benzole’s press department 
is 4 young man, Kenneth Best, who, 
quile apart from serving as a Com- 
mando during the war, has had an 
eventful life. As a sports commen- 
tator with the B.B.C., he once 
broadcast a commentary on thi 
Daily Mail Cross Channel swim 
while swimming alongside the con 
testants, 

He comes to National Benzole 
from the publicity department of the 


Daily Express 
Contact 


WEEKS WISECRACK 


**Now’s Your Chance, old 


man, to satisfy the client 
about our claim for an 
entertainment allow- 
ance.” 
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The staff of W. H. Smith & Son Lid., are used 
to handling magazines of every Kind. They 
also know which magazines are most popular 
with the public. 

Their own journal “NEWSBASKET” recently 
organised a ‘Favourites’ Quiz which attracted 
2,300 entries from past and present members of 
the staff. In their vote for the most popular 
monthly magazine, they placed PHOTOPLAY 
second, with Reader's Digest first. 


Their first six choices were :-— 


tN WDD: 


PHOTOPLAY 


: a Woman & Home 
i Newsbasket 


Woman’s Journal 


Modern Woman 


The men and women of W. H. Smith's were 
only echoing the verdict of women all 

over the country, with whom 
PHOTOPLAY is a firm favourite. 


| 
: 
: 
; 


With a circulation well in excess of 200,000 and the 

rate unchanged at £100 per page (less than 10 - per page 

per thousand), PHOTOPLAY ts a “must” for those ran 
ee => Advertisement Director 

audvertsers who seek to influence women. 


Argus Press Ltd. 
8-10 Temple Avenue 
London, E.C.4 
Central 3514 
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New journal 
from Newnes 


A promotion folder enclosing th 
first number of the new) British 
ediuon of True Confessions, pul 
lished by Newnes, announces that 
all space in the first six assues has 
been sold. A vividly produced $4 


page issuc, with plenty of colou 
on the editorial and advertising 
purge nt contains many cosmeti 
housewifery, and other advertis 


ments of feminine appeal. Articl 

include one from Lady tris Mount 
batten on why she will not attend 
the Coronation: and there are dress 
make up, cookery, astrology and 
other popular features Page rat 
is LIOO monotone and £250 colour 

. . 

On Tuesday, May Sas th 
Everest Expedition prepares for i 
assaull on the mountain The 
Times will include a special suppk 
ment which will comprise a descrip 
tion of the previous attempts t 
climb Everest and a review of th 
present expedition and its chance 
of success Ihe supplement will 
consist of eight pages, half news 
paper size, and will be included 
free with The Times 


1 free air trip to Le Touquet 
CApenses paid 1s offered ina com- 
petition in the May issue of R.A.F. 
Flying Review. Other features 
include a special German space ship 

article. 


* * * 
Following the casing of the news- 
print situation the News Chronicle 
has re-introduccd its full-page book 
review feature. It will appear once 
a month, 
* ¥ 
Starting with the May issues, the 
publication dates of two Temple 
Press monthlics will be changed 
the Motor Boat and Yachting wi)! 
in future appear on the first day 
of each month and Farm Mechani- 
sation on the first Saturday. 
* * 


BB Publications expect the 
Coronation Number of Radio Times 
to be published on May 29, price 
id. to be the greatest selling issuc 
in Radio Times history. The cover 
design, specially drawn by Eric 
Fraser, is to have a coloured back 
ground. There will be full advance 
details of all sound and television 
programmes for Coronation weck 
and an enlarged programme section 


for Coronation day. This will 
include the order of service, a map 
of the route and a plan of West- 
minster Abbey 

* 4 + 

I hoped that special copies of 
the Ottawa Journal Coronation 
number, delivered by air mail and 
pecial messenger, will be accepted 
by the Queen and by cach of the 
Commonwealth Prime Ministers 

Th Coronation Number will 
inry messages from heads of stat 
articles on the Coronation ceremony 
ind origin by historical authorities 
descriptions of the ceremony in 
Westminster Abbey and of the pro 
cession, and pictures of the most 
memorable — settings Provincial 
vovernments, national public utili- 
tics, and leading mercantile, com- 
mercial, industrial and financial 
nstitutions, are taking advertising 
space in this number 

* ¥ * 

A new monthly, Adhesives & 
Resins, appeared last Friday. Pub- 
lished at 2s. 6d. by A. S. O'Connor 
& Co., Lid., it is intended for the 
user industry The journal was 
designed by David Caplan, and 
printed by Kenion Press, Slough 
The first issue contains 94 pages of 
advertising. Advertisement rates, 
£30 per page; advertisement direc- 
tor, A. S. O'Connor 

* . * 

A new publication of interest to 
scientific workers is The British 
Journal of Animal Behaviour, pub- 
lished quarterly by the Association 
for the Study of Animal Behaviour 
and Ballidre, Tindall & Cox Ltd., 
at 27s. 6d. per annum. It is hoped 
to include advertisements in later 
issues 
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Four thousand copies of The 

Aeroplane Canadian number, 

weighing nearly two tons, were 

flown to Canada to be on sale there 

on the British day of sale, April £3. 
’ ¥ # 

birst (April) issue of The Trans- 
port Journal, 4 two-shilling monthly 
magazine from Transport Journal 
Publications Lid., London, contains 
80 art-paper pages, 11} in x 84 in., 
about half of which carry advertise- 
ments from transport and accessory 
manufacturers. Advertisement man- 
ager: John M. Wing. Page rate: 
£27 single insertion, £6 per colour 
extra. 

* * + 

On Monday the Financial Times 
will publish a special 48-page survey 
of the banking and insurance indus- 
tics 

* + * 

The first issue of Trade Etronics 
has been sent to 16,500 traders and 
manufacturers. The next issue will 
be May 2 from which date the 
journal will be published weekly at 
9d. The type area is 10} x 9} in. and 
the full page rate is £45. There 
will be facilities for colour ads. 
William D. Clifford (Press) Utd. 
are the publishers. 


The provincial press 


‘Bristol Evening Post’ is 21 


Messages of congratulation from 
advertisers who were represented in 
the first edition, and who have 
consistently taken space ever since, 
were among a host of greetings re- 
ceived by the Bristol Evening Post, 
when the paper celebrated tts com 
ing-of-age last week-end. 

Two messages from advertisers 
were included with a selection in a 
special four-page supplement, incor- 
porated in all editions on Saturday 

the 21st birthday 

Congratulations came from Mr. 
Winston Churchill, who is Chan- 
collor of Bristol University. In 
addition, the supplement reviewed 
the main events, and the paper's 
own progress, during 21 years, and 
restated its policy of strict: impar- 
tiality. 

* * * 


A souvenir booklet, with coloured 
illustrations, for South Lincolnshire’s 
famous Tulip Festival, has been 
published by the Lincolnshire Free 
Press. It contains interesting details 
about the flower industry, and 
experts give advice on tulip grow- 
ing. All pictures, including those 
in colour, are by Free Press photo- 
graphers. 

* + * 

The Leominster News and its 
three associated papers, the Kington 
Times, Tenbury Wells Mail and 
Ludlow Standard, are now appear- 
ing in more modern format. The 
new make-up consists of an & 
column page 234 in. cut-off and 
the papers are being printed on the 
rotary presses of the parent 


company, Berrow’s Newspapers Lid., 
at Worcester, although the make-up 
will still be done at Leominster. 

% + * 

Whiley Bay & District Weekly 

Guardian carried on Friday a page 
comprising a post-Budget editonal 
comment and many local adver- 
tisements. The previous Wednesday 
was the local “half day’ and the 
paper's deadline for copy. 

” “ * 


Under the heading ‘Tax Slashed! 
Ask your local Hoover dealer,’ the 
Manchester Evening Chronicle of 
April 15 carried a. full-page adver- 
tisement consisting of a 6 in, x 2 in. 
Hoover display ad. surrounded by 
87 retailers’ announcements. 

+. * * 

The Manchester Evening News 
£200 Coronation Sewing Contest 
came to a triumphant conclusion in 
the Free Trade Hall, Manchester, 
when more than 1,000 women saw 
the presentation of prizes. Miss 
Noele Gordon, star of “Call Me 
Madam,” presented the prizes and 
the editor, T. FE. Henry, presided. 

. . * 


Last week the Nottingham Fven- 
ing Post had a double-page feature 
on Skegness with many hotel adver- 
tisements, to discount erroneous 
flood-damage rumours. Yesterday 
(Wednesday) the Nottingham Daily 
Guardian carried a feature on the 
Castle Donnington Power Station. 
with several columns of display 
ads. from contractors 
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We Hear 


Total entries for this year's 
examinations for the diploma of 
the Advertising Association are 503 
compared with 467 in 1952. 

* * * 

Hastings Corporation, in approv- 
ing a concession scheme for radio 
and television relay services for 21 
years, has imposed a condition that 
there should be “no restriction to 
sponsored programmes only.” 

¥ # + 

The Association of Circulation 
Executives have launched their own 
journal, It has 16 pages this 
month, Advertisements are accepted 

but not from publishing houses, 
owing to the impartial standing of 
the Association. 

* * « 

The Irish Minister for Industry) 
and Commerce (Mr. Sean Lemass) 
opened a “Cork Makes It” exhibi- 
tion in the City Hall, Cork, last 
Friday as part of the lreland at 
Home Festival. The exhibition is 
designed to show the progress of in- 
dustrial development in the Cork 
area, particularly through the past 
20 years. 


Two-foot cake 


A birthday cake, about 2-feet 
square and topped with a white 
tower carrying the Arding & Hobbs 
flag, was the centre piece at the re- 
ception held to celebrate the 77th 
anniversary of the South Bank 
store last Friday. Guest of honour 
was TV star Elizabeth Allan. 

* * s 

Auld & Tilbury Ltd. managed to 
get a poster announcing the reduc 
tion in purchase tax on refrigerators 
into the window of the Regent Street 
showroom of their client. Prestcold. 
which is situated immediately below 
the agency's offices, before the late 
editions of London evening papers 
were on sale in that area on budget 
day. 


* * * 

Foote, Cone & Belding darts team 
achieved their first ever victory over 

/, §. Crawford last week with a 
convincing 3—0 win, 

” = * 

Co-operative advertising is 
planned by traders to develop 
George Street, Edinbureh, as a 
personal shopping centre. 

* * * 

A folder describing the advan 
tages of Hove as a conference centre 
has been sent by the Hove Publicity 
Committee to many selected organ 
isations 


‘Drink more milk’ 


A “Drink more milk” drive will 
be held in Bristol the weck beginning 
June 29. 


* * 

Peter Wilson, sports columnist 
spoke on “A year in a sports writer's 
life’ at a luncheon meeting of the 
Association of Circulation Fxecu- 
tives last Thursday. 

* * * 

The offices of Advertising Ap 
pointments Bureau Ltd. are now at 
Victoria House, Bloomsbury Sauare 
London, W.C.1 (CHAncery 3904) 

* * * 

To introduce the new Terry 
Thomas branded men’s wear the 
Flem Clothes Stand at this vear's 
British Industries Fair will feature 
a full size model of the television 
Star, 
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‘British ads. at 
lowest ebb’ 


That “British advertising 1s at 
its lowest ebb in fifty years” is 
the title of a talk to be given by 
Sqd. Ldr. A. E. Cooper, Par- 
iamentary Private Secretary to 
the President of the Board of 
frade, to the Incorporated Ad- 
vertising Managers’ Association 
next Wednesday. 

The meeting will be an open 
one, agency members _ being 
especially invited to attend 

It will be held in the Criterion 
Restaurant, Piccadilly, London, 
at 6 p.m 


MORE BOOKINGS 
FOR 3-D AD. FILM 


The three-dimensional advertising 
film “The Real Thing made for 
Wills Capstan cigarettes by Theatre 
Publicity Lid., features in an ex- 


tended schedule of bookings between 


John Haddon & Co., Ltd., Wills 
igents, and Theatre Publicity. 

“The Real Thing” is currently 
part of the 3-D programme at Davis 
Theatre, Croydon, the Eros News 
Theatre, Piccadilly, Victoria News 
Theatre, Victoria, and World's News 
Theatre Praed Street 


On May 4 it opens at Edinburgh 
Gaumont, Southend Ritz, South- 
impton Odeon, Sheffield News 
Theatre and Leeds News Theatre 
The Manchester Tatler will screen 
it beginning May 10 and a season's 
run will commence at the Battersea 
Pleasure Gardens Theatre, May 16. 


Francis Hollings & Co. limited 


Advertising Novelty 
Specialists 
will be at their new address 


16 GREAT QUEEN STREET 
KINGSWAY, W.C.2 


on and after 


24th APRIL, 1953 
Telephone Chancery 4600 


‘Budget leak’ 
ad, query 


The man who devised the 
advertisement that caused Mr. 
Gaitskell to ask Mr. Butler 
“Was there a Budget leak?” 
was L. Pickersgill, of 
Pickersgill Publicity Service, 
Leeds. 

The advertisement, a 2 in. 
d.c., which appeared in “The 
Yorkshire Evening News” at 
noon on Budget Day, read: 
“Time Flies. Only 36 working 
days to the Coronation! Now 
Mr. Butler has told you 
about P.T. you should order 
your TV for the Coronation 
immediately and avoid dis- 
appointment. Wireless Instru- 
ments (Leeds) Ltd.” 

The copy was phrased to 
cover any eventuality. 


Sunshine colours 


National advertising, window dis- 
plays and interior promotions are 
being used by Catesbys Ltd., Totten- 
ham Court Road, to put over the 
message of sunshine colours, 

Advertisements using the slogan 
“I's «a Summer-colour time = at 
Catesbys now,” are appearing in the 
Evening News, Star and Daily 
Telegraph. The agents are Clifford 
Bloxham & Partners Lid 

Price tickets are in white on a 
grey ground, with the first letter of 
each word in bright yellow. 


CALLING ALL ADVERTISING 
AGENTS 


Please alter your records to 
read 


“LEINSTER LEADER 


A.B.C. Circulation now 


12,465 weekly "’ 


An increase of 747 per week 
over 52 weeks 


LONDON OFFICE: 134 FLEET STREET 
H. R. TADGELL 
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‘Old England’ shirts 


are well known for 


quality —but their well- 


known trade mark, too, has had its part in 


establishing their popularity. In using name 


Get this book and make more money 


and see 
the press 
per cent orders 


in it, the circular 
adverts. that pro- 
and 63 per 


Do yourself a bit of 
know the 
the book 
Senog 


good Ga 
secret of these successes 
and introduce 
system 


Get 
yourself to the 


In the for 


understand 


book, plain 
the first 


everyone to 
Principle of the 
explained Then you will se 
first principle being applicd 
hitherto non-productive piece of 
literature 


behold! 
the m 


Under the 
n-producer becomes a 
profit earner On 4 
and from 4 differem 
the “‘failure’’ bringing 
nowt as it did before the 
applied to it—-but 29 per cem 
2 per cent orders; 60 per cent 
and 63 per cent orders 


magic of 


Under your very cyes you will see the 
ransformatjon from failure to success 


The whole story 
book In book 


is told in this 20 page 
there afe exact photo- 


uraphic reproductions of the 3 winning 
letters, and the 2 press advertisements 
In the book the Senog system is fully 
explained We want 2s. 6d. for our 
know-how No callers picase. No trade 
counter. Address: J. G. Jones (Senogism) 
lid, 2b, Park Road, London, N.8& 

PS. And now, having done my wind- 
na. I (the copywriter am asked to state 
This ad. (and hook) are both intended 
for Executives Wil! you please therefore | 
send your “commands” on your business | 
stationery 


Apply the Senog system. Get book | 


and trade mark on their box covers, this manu- 


facturer--and many others both to 


puts 


work at the very point of sale. A Sanderson 


Signature paper does it—-why shouldn't it do 


the same good job for you? Ask your box- 


maker for details .. . and about the Sanderson 


Range of Coronation Papers. 


SAVDERSON WAKE 
Si tuve Papers 
— fP 


BLERNE} REET, LONDON, W.t. 
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nih 


Nevin D. Hirst 
(Advertising) Ltd. 
Leeds and London 


for 


ULTRASONICS LTD 


to reach makers of preserves, 
pickles, milk products, soups, pastes, 
and all foods which involve a 


manufacturing process. 


FOOD MANUFACTURE 


Stratford House 
Eden Street - London - N.W.1 


PAINT 


Manulacture 


LARGEST 
PAID 
CIRCULATION 


PAINT 
INDUSTRY 


at home and abroad 


STRATEORD HOUSE 
9 EDEN SI LONDON 
EUSton Sell 


N.W.l 


| 
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Daz passes test—big 
planned for London launching 


Something 
petal soft every 
woman will buy regularly 


is coming to you in June 


The third ad. in the Johnson and 
Johnson teaser scheme. 


Two month teaser 


scheme 


Johnson & Johnson (Great 
Britain) Ltd. are launching a new 
product with an extensive teaser 
campaign in the trade press. 

Pharmaceutical Journal, Chemist 
and Drugeist and Drapers’ Record 
ire being used. Name and details 
of the new line will not be an- 
nounced until the second week in 
June when the campaign will be 
extended to women’s magazines and 
include colour advertisements 

Alired Pemberton Ltd. are hand 
ling the scheme. The teaser ads. 
carry a picture of a rose. The first 
ad. announces “Something unique is 
coming out soon.’ The second will 
extend this to “Something petal soft 
is coming out soon.” 


Coloured lamps for 


the Coronation 


Space is being booked in_ the 
electrical trade press to announce 
the introduction by Crompton 
Parkinson Ltd. of their new Colour- 
glaze lamps for the Coronation and 
other festive iluminations 

They are claimed to be proofed 
against “sun fading, sea air, sea 
water, scratches and abrasions.” 

S. H. Benson Ltd. are the agents. 

. 
Viyella bring back 
= . 
pre-war lines 

National advertising is being used 
to announce the return of Viyella 
half-hose and sports socks which 
are being marketed for the first time 
since before the war. Robert Sharp 
& Partners are the agents. 


Nailbrush offer 


Hudson & Knight Lid. are offer- 
ing a pure nylon nailbrush to users 
of their Knight's Castile toilet soap. 
It is being sent in exchange for two 
large or four small wrappers. 

The offer is being advertised in 
national daily newspapers by the 
agents, London Press Exchange Ltd. 


scheme 


Daz, the new Thomas Hedley 
detergent—-details of which were 
given exclusively in ADVERTISER'S 
WEEKLY last November-—is now 
being launched jn the Metropoli- 
tan area of London 

Large spaces have been booked 
in the London evening newspapers 
and suburban newspapers by the 
agents, Lambe & Robinson Ltd. 
Ihese are being supported by 
outdoor advertising, films and 
filmlets 

Daz, which is a blue powder, 
was originally tested in Hudders- 
field, York, Stockport, Blackburn 
and Portsmouth, The press adver 


tising used the slogan, “Boils 
whitest of all.” 
No appreciable change is ex 


pected in the copy angle, The 
advertising will continue to stress 
the “special performance at the 
boil” line 
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Heatwaves and 
hot feet 


Weather experts have forecast 
that there will be three major heat- 
waves this summer. Taking the 
tip, Walter Crowe Ltd. have 
stepped up the appropriation for 
Simpson's foot ointment. 

Large spaces have been timed to 
appear when it is estimated the 
temperatures will be at their highest 

Retailers have been informed of 
this move by full pages in the trad 
press. The consumer schedule covers 
national daily and Sunday news 
papers, including a full page in the 
Daily Sketch Erwoods Ltd. are 


the agents. 


Spotlight for the 


home 


\ Mazda reflector spothght lamp 
for domestic use has been intro- 
duced by the’ British Thomson- 
Houston Co., Lid. 

It is believed to be the first of 
us kind which can be fitted in an 
ordinary domestic lamp holder. It 
is being described as suitable for 
needlework, reading and other close 
work m the home. 

Electrical and trade papers are 
being used Mather & Crowther 
Ltd. are the agents. 


e AT A GLANCE e 
ACCOUNTS MOVING: 


Metoluk sweepers to Osborne-Peacock & Co... Lid: 
Chartreuse, green and yellow Chartreuse liqueurs, to S. C. 
Peacock Ltd. 


NEW ACCOUNTS: 


Brooks Air and Heat Systems Ltd. and Palatial Ltd.. makers 
of Golden Key furniture, for Crane Publicity Ltd.: Civitas 
Trading Corporation Ltd. and Stetmet Ltd. for Rathbone 
Publicity Ltd: Peter Katz, distributors of Exactus office 
equipment, for Auger & Turner Ltd. (national and trade 
press, leaflets and point of sale materia!) 


NEW CAMPAIGNS: 


Daz (Lambe & Robinson Ltd.). London evening and sub- 
urban newspapers, posters and films; Johnson and Johnson 
(Great Britain) Ltd. (Alfred Pemberton & Co., Ltd.), pharma- 
ceutical and grocery trade papers: Knight’s Castile Coronation 
offer (London Press Exchange Ltd.) national dailies: Crompton 
Colourglaze lamps (S. H. Benson Ltd.), electrical trade press 
Viyella half-hose and sports socks (Robert Sharo & Partners) 
national press; Mazda reflector spotlight lamp = (Mather 
& Crowther Ltd.), electrical and trade papers: Tattoo lipstick 
(S. T. Garland Advertising Ltd.), women’s magazines and trade 
press, Kleenex tissue handkerchiefs (Foote, Cone & Belding 
Ltd.), national dailies, London evenings, and trade press: 
Wright's coal tar soap (McCann-Erickson Advertising Ltd), 
provincial morning, evening and weeklies, national Sundays, 
national periodicals and trade press: Blue Cap cheese spread 
C, Vernon & Sons Ltd), women’s weekly and monthly 
(magazines and trade press; Qik lacquer (F. John Roe Ltd 
(Manchester)) full colour ads. in women’s media: Simpson's 
foot ointment (Erwoods Ltd.), national dailies and Sundays and 
trade press: Kia-Ora fruit squashes (Service Advertising Co., 
Ltd.) large spaces in London evenings, colour pages in women’s 
and general interest weekly magazines, bus sides and point of 
sale material: British European Airways, introduction of new 
Vickers Viscount, (Colman, Prentis & Varley Ltd.), national 
and provincial press, posters, folders and showeards: Britvic 
fruit and tomato juice (Auger & Turner Ltd.), national dailies 
and Sundays, weekly and monthly magazines 


PUBLIC RELATIONS ACCOUNT: 

William Whiteley Ltd.. the London store. for Kennerley 
Edwards and Associates 
OVERSEAS CAMPAIGNS: 

Geo. Cohen Sons & Co., Ltd., the 600 Group, (S.C. Peacock 
Ltd.) campaign covering 19 countries using daily newspapers, 
trade press and export journals 
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ADVERTISER'S WEEKLY 


.. » . lightly turns to 
thoughts of —new clothes, 
summer beauty aids, and 
outdoor entertainment. 
For whatever the 
oceasion, whether it’s 
an evening in town or a 
country ramble, the 
teen-age girl always looks 
her charming best. 
HEIRESS provides her 
with the “know-how” 
guiding her tastes, 
reflecting her interests. 
No wonder advertisers use 
HEIRESS to reach the 
teen-age market, for the 
teen-agers of Britain 
are an HEIRESS 


“exclusive” 


SS 


George H. Phipps, Advertisement Manager, LUTTERWORTH PERIODICALS LTD., 4 Bouverie S: London E.C.4, Phone: Central 1732-3 
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CLASSIFIED ADVERTISEMENTS EiX0MISIER7ET 


ARTISTS 


ARTIST OPPORTUNITY arises for young man 

| with ideas to join the creative side of 

4 progressive Technical Advertising 

of exceptional ability | Agenoy Essential qualifications in- 


clude a knowledge of technical sub_ 


(b) SCRAPERBOARD =| Stencering “production methods. “an 


all round grasp of artwork, block- 


ARTIST making, printing, studio photography, 
ct., and the ability to conceive idcas 

for technical advertising campaigns. 

for highest quality still life | Intending applicants should be able to 


convert their ideas into rough visuals 
| and to write oaptions and _ technical 


Apply | copy to produce complete layouts for 

| advertisements, catalogues and leaflets 

146a Queen Victoria St. | Apply in writing ie the first eH 
with full details of experience th in 

CiTy 1144/5 | Engineering and in Advertising and 


state salary required to: F. G. Taylor 
Rathbone Publicity Ltd, Vereker 
House, Gresse Street, London - 


ARMSTRONG SIDDELEY MOTORS, 
Coventry, have vacancies in their Tech 
nical Publications Department for , VISUALISER 
Technical Writers and HMllustrators. An | | ¢. agency near Fleet Street. Wide 
acnguete | $08 capable —_ with * } range of accounts. Must be creative 
Clute chee on ge tab larg BR —. | prepared to do Salshes srework. . 

| anon? arle excelicn 
cerned with gas turbine engines. Apply | | Jonorumity.. full, holidays "with pay 
a detail to Reference HP.2, Personne! Write j 
anager, Armstrong Siddeley Motors 
Coventry Box 4526 

LAYOUT-TYPOGRAPHY. Young Lay- Advertiser's Weekly 180 Fleet St EC4 
out Artist with knowledge of wypo- - 
graphy, preferably with some Agency , ADVERTISEMENT CANVASSERS re- 
experience, required by studio of | quired for International Guide of 


London Agency. No finished work special interest to Catering Trade. 
required Phone for appointment to Experience essentia!. Phone PAD. 9932 


the Studio Manager, CENtral 6481 | REPRESENTATIVE required for Silk ¢| 


age 20/23. Salary according to experi- ing their production Excellent —_ 
ence Prospects for right pects for energetic salesman 


ARTIST required for Filmstrip Studio, | Screen Printers who are rapidly expand- 
man | wr 
Box 4489 Ad. Weekly 180 Fleet St BC4 Box 4454 Ad. Weckly 180 Fleet St "ECs 


MATHER & CROWTHER LIMITED 


COPY WRITERS 


Mather & Crowther will 
shortly be having vacancies 
for two experienced 
copywriters 


Would applicants address their 
letters to 


THE DIRECTOR, CREATIVE DEPARTMENT 
MATHER & CROWTHER LIMITED 
BRETTENHAM HOUSE, LANCASTER PLACE 
LONDON, W.C.2 


RATES: APPOINTMENTS VACANT, 3s. 6d. per line, 40s. per display panel inch. 
APPOINTMENTS WANTED, 3s. per line, 35s. per display panel inch. All other 
classifications, 4s. per line, 45%. per display panel inch. Minimum 3 limes. Box No. 
W ADHAM charge, one line plus 9d. covering postage, etc. Series rates on application: all 
advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's 

Weekly,” 180 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT — 


REQUIRE Situations Vacant: “The engagement of persons answering these advertisements must 
_ be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency le applicant is a man aged 18-64 inclusive or a woenan aged 18-59 =e 
unless or she, or the employment, is excepted from the provisions the 

(a) RETOUCHING Notification of Vacancies Order 1952."" 


PRODUCTION ASSISTANT 


Young man or woman with ambition 
en some experience required 
Excel lent prospects S-day weck and 
bonus on profits. Apply, stating full 
details, age and salary required, to 
NICHOLLS DORRITY 
ADVERTISING LTD., 

88 Vittoria Street, Birmingham, 1 


V 


ACANCY occurs in London Commer- 
cial Studio for Studio Manager. The 
applicant must be a working artist, 
able to advise and direct, and have 
had experience in a similar capacity 
Ihe position is interesting, and offers a 
unique opportunity for the right 
applicant Write, in confidence, stat- 
ng fullest particulars and salary 
required 

Box 4488 Ad. Weekly 180 Fleet St EC4 


- 


LAYOUT & GENERAL 
ARTIST 


required for West End Agency. 
Knowledge of typography and 
ability to produce client's lay- 
outs from visualisers’ roughs. 
Write or phone for appointment 
to 


AUSTIN KNIGHT LTD. 
212a Shaftesbury Ave., W.C.2 
TEM 7801 


A 


SECRETARY: Required by Advertising 


Manager of Carr's of Carlisic, for post 
in London Office An interesting job 
awaits a young lady with previous ad- 
vertising experience, capable shorthand- 
typist and with general all-round «bility. 
Apply by letter in first instance to 
Advertising Manager, Carr's of Carlisie, 
2 Caxton Street, London, S.W.1 
REA SUPERVISOR required by manu 
facturers of publicity for London and 
Home Counties. Must be a proved 
and successful Speciality Salesman 
Position permanent and pensionable 
Write in confidence details age, edu- 
cation, career to date, Box Z.773, 
Willing’s, 362 Gray's Inn Road, W.C.1,. 
- 


EXPERIENCED GIRL OR BOY 
For Switchboard and Filing. 
Good prospects. 
5 day week. 
Phone for appointment 
NEW - ADVERTISING SERVICE LTD. 
FLEET STREET, E.C.4. 
CENtral 5704 


SENIOR DISPLAY ASSISTANT—Cen- 


tral Display Department, Leatherhead 
Salary £520 x £20 to £580 p.a. under 
NJC Grade 3 Superannuable The 
person appointed will be required to 
supervise installation of window and 
interior displays for 90 showrooms, 
exhibitions and special displays in 
S.E. England Area from Leatherhead 
Studio. Applications, giving 2 referces, 
to Arca Display Supervisor, SEEBoard, 
Bridge Street, Leatherhead, Surrey, by 
May 4, 1953. 


TYPOGRAPHER / ARTIST required 


Compositor preferred but not essential 
Able to produce visuals and rough 
accurate layouts for seiting or submis 
sion to customer Full knowledge 
types, casting off copy, printing pro 
cesses, etc. Capable of working on own 
initiative. Good conditions Staff 
appointment London, N.W.10_ dis- 
trict Apply in strictest confidence 
with specimen of work and general 
details to 

Box 4501 Ad. Weekly 180 Fleet St EC4 


to CHA 8814 (Ex 


VISUALISER 


London Agency (1.P.A.) 
has immediate vacancy 
for creative man able to 
produce rough visuals 
on own initiative for 
clients approval. No 
finished work. Good 
agency experience is 
essential. Successful 
applicant will work on 
group of _ interesting 
accounts involving both 
press and printed pub- 
licity. 


EXPERIENCED 
TYPOGRAPHER 


Experienced working 
typographer required 
who will be responsible 
for all typography (and 
adaptations) on group 
of interesting accounts. 


Both above positions will 
carry four figure salaries 
for men who are now 
earning just below this 
level. Sympathetic con- 
sideration given to sum- 
mer holidays. Please 
write giving fullest de- 
tails of experience and 
salary at present earned. 


BOX 4505 


Advertiser’s Weekly 
180 Fleet Street, E.C.4 
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PPOINTMENTS VACANT 


ASSISTANT DESIGNER 
REQUIRED 
for packaging. showcards, brochures etc 
High standard of lettering and finished 
drawings essential 
J. EOWARD SANDER 
Sia Rathbone Place, Oxford Street, W.! 
MUSeum 7788 


ADVERTISING. First class 
assistant with sound agency 
required to handle detail for 
interesting accounts. Fine 
for young man with initiative 
willing to accept cesponsibility 
giving full details to: Hoffman & 
Company (Advertising) Ltd., 
House, Great Charles Street, 
ham 

LEADING FURM marketing proprictary 
wines require young eaecutive for ad- 
vertsing and sales promotion 
ence in various aspects of 
required, with evidence of 
selling ideas Position is 
with opportunity for advancement, 
will be suitably remunerated 
particulars in confidence to 
Box 4485 Ad 


Apply 


publicity 


Full 


production 
experience 

group of 
opportunity 
and 


Caxton 
Birming- 


Experi- 
constructive 


pensjonable 
and 


Weekly 180 Fleet si EC4 


A GOOD GENERAL ARTIST 
(FEMALE) 

is required for press adver- 
tising in the London Publicity 
Department of a large indus- 
trial organisation. 

Working in a spacious, well- 
equipped studio, she will be 
required to create layouts with 
originality, and executive good 
quality finished art. A knowl- 
edge of display typography 
would be an advantage. 

A Junior Artist would be 
welcomed—if she can show 
that she has the _ potential 
abilities for this type of work. 

Box 4514 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION. We require an addi- 
tiona Production man with agency 
xpericnce to handle a group of 
ACCOUNTS Write full particulars or 
phone fe appointment to Crane 
Publicity Ltd 5/9 Quality Court, 
Chancery Lane, W.C.2 Tel: CHAn- 
ery 5287 

LETTERING ARTIST required by 
London Studio First class men only 
need apply Write stating salary 
Box 4491 Ad Weckly 180 Fleet St EC4 


Norfolk Studio 


HAVE VACANCIES’ FOR 


COPY WRITER- 
IDEAS MEN 


LAYOUT MEN 
e 
RETOUCHERS 
GENERAL ARTISTS 


for designing labels, cartons, etc., 
also capable of preparing finished 
art work 

WRITE ONLY 
NORFOLK STUDIO LTD. 
9 GOUGH S@., FLEET ST.,E.C4 


ADV — MENT MANAGER 
sd chnical publication 

experience and organising 

Stating age, experjence, 


re- 
ust 


required 
Ad Weekly 


Box 4402 180 Fleet St EC4 


| 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


PUBLIC RELATIONS 


NEW AGENCY with ¢ 1 backing ‘SO 
APPOINTMENTS VACANT % en or women, with | poodustion 
y man ' woman, with production 
knowledge about 40. keen to build on 
‘ iW foundations and siva rewards 
| tevelopm Ar nd 2500) per 
moumMm Skrime Advertising Ltd St 

Isaacs Walk, Colchester 
SPACE SALESMAN required with ex 
pericnc n handling specia feats 
(pening occurs " group of publina 
tions of long standing Full details of 

record, to 

Box 4st “Ad Weekly 180 Fleet St KO4 


Experienced Man or Woman required to take charge of and 
develop Public Relations Department of West End Adver 
tising Agency. The agency is fairly large and progressive 
Salary commensurate with experience plus share in profits. 
Excellent opportunity for someone who is experienced, has 
ambitions and who desires the opportunity to develop own 


ideas and virtually run own Public Relations business. 
Applicants should give full particulars of experience, education, 


journalistic ability, age, marital status and present salary to 


Box 4513 
Advertiser’s Weekly, 180 Fleet: Street, London, E.C.4 


FORBES KEIR LTD. 


Require 


AN ACCOUNTS 
EXECUTIVE 
Age 28 to 35, with good 
personality and all-round ad- 
vertising experience to handle 
an imteresting group of retail 
accounts 


| 
| VISUALISER 


A versatile agency experienced 
28-35. 
and 


man, 
ability 


with creative 
all-round produc- 


SPACE 


REPRESENTATIVES 
Quited by publishers of official 
and handbooks covering Home 


@)  re- 
guides 
Coun 


tics, East Midlands and Yorkshire 
Remuneration £750-£1,000 a —. ven 
details of age, experience 


etc 
Box 4486 Ad. Weekly 180 Ficet ‘se EC 4 


SENIOR 
ASSISTANT 


Important manufacturing com- 
pany requires editor able to 
handle quarterly publication and 
Sales Promotional work. 
Applicant must have had experi- 
ence of creative writing and 
House Organ (or similar) editor- 
ship, as well as being conversant 
with details of layout, typography 
and reproduction. 


Apply. giving full details of 
experience, age and _— salary 
required, to 

Box 4516 


Advertiser's Weekly 180 Fleet Gt EC4 


JUNTOR (MALE) PRODUCTION 
ASSISTANT required Some know!l- 
edge = essential! Apply Production 
Manager, W. H. Emmett & Co., Lid., 
30 Bouverie Street, E.C.4 

WANTED, A KEEN YOUNG man 
who can sell advertising space as 
representative on nationally-known 
weekly journal Good salary and 


prospects to the right man 
Box 4487 Ad. Weekly 180 Fleet St BC4 


Wanted 
LETTERING / LAYOUT 
ARTIST 


A London Advertising Agency 
requires an experienced man 
who combines first class 
finished lettering with a flair 
for clean layout, Please apply, 
Stating salary required, to: 
Box 4515 
Advertiser's Weekly 180 Fieet St ECG 


OUTSTANDING 


COPY - LAYOUT 


EXECUTIVE required by busy pro 
vincial Agency, LP.A. Must be fully 
Agency experienced, Quick worker 
with real ability A good salary will 
be paid to, and there are real pros 
pects for, a first class applicant Full 
details should be sent with application 
and will be treated in confidence 

Box 4510 Ad Weekly 140 Fleet St BC4 


’Phone your Classifieds 


tion knowledge, able to 
— acim a ; pan express his ideas in crisp and 
(age 20-23) layout and xgecneral | anes . . 
required by studio of long est shed | presentable layouts 
teade journal Applicant should ay 
completed National Service must Write with full detais to 
appreciate requirements of p ad ; 
vertising. be capable of producing good Managing Director 
jayouts and when necessary carry out FORBES KEIR LTD. 
the finished artwork Apply Box GA 
874, 4 Salisbury Court, Fleet Street, 43 RENSHAW ST. LIVERPOOL 
EC4 } 
| YOUNG LAYOUT MAN for technical 
YOUNG ARTIST wanted for Envincers advertising in London (no figure work) 
Advertising Department. Finished een (io0d all round worker at Jayouts, 
eral art work for catalogues iflets lettering and tracing mechanical draw 
ec. Applicants should have compicted ings Write tating age, cxpericnce 
National Service. F. J. Edwards Ltd, and salary required to 
359 Euston Road, London. EUS. 4681. | Box 4507 Ad Weekly 180 Fleet St BC4 


LITTLEWOODS OF LIVERPOOL 


(MAIL ORDER DIVISION) 


Increased business - mainly in the spheres of retail 
trading and the 
to 


expansion 


selling of textiles and household 
the 
of 


for a 
stall 


merchandise home market calls 


further our studio/publicity 


Vacancies are now available for 


LAYOUT/VISUALISER 


This vacancy could be filled by a man already getting 


a four-tigure salary, but who may have reached the 
limit of advancement in his present position 

This vacancy could be filled by copywriter (male or 
female) already working for a departmental store 
He or she will understand merchandise and will be 


experienced in writing Catalogue or advertisement copy 


Only applications from qualified people will be 
considered 
Interviews will be arranged in London, Liverpool 


or Manchester 


The Staff benefit. usually offered by large trading 
organisations are a ible 
Letters of app! mM must state age, caperience, 
and details of pos: held, to 
Personnel Manager, 
LITTLEWOODS M*'t ORDER STORES LTO, 
tiv R®POOL, 23 


to CHA 884) (Ex 25) 
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‘ ‘CLASSIFIED ADVERTISEMENTS 
| Pressed Steel | UQUINUCIS CC =§6 | pRODUCTION 


* Company Situations Vacant: ‘‘The engagement of persons answering these advertisements must 
‘ be made through a Local Office of the Ministry of Labour or a Scheduled Employment — MANAGER 
“i Limited Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive | 
| —— di poy ~~ — emo allie A vacancy occurs for expert need 
Require a competent layout Notification of Vacancies Order 1952. 4 pate a ms - fanaa gn nc 
Man and Visualiser in their —_s — F : 


in busy Agency Apart from 
Refrigeration Advertising complete mechanical know-how, 


Department at Cowley, Ox- applicants must be able to con- 
ford. The position calls for MANAGER WANTED trol work of men handling 
ideas, initiative, and the ndividual groups of accounts 
ability to produce compel for Northern Agency Office Write stating age, experience 
ling sales literature and and salary required, to 

semi-technical publications, 
for which typographical 
knowledge is essential. In- 
terviews can be arranged in 


CRANE PUBLICITY LITD., 


Quality House, Quality Court, 
Chancery Lane, W.C.2 


Well established agency (1.P.A.) needs a competent advertising 
man to take charge of a progressive br inch office in the North 
ol England 


ee London. Write in the first Applicants, who should be between the ages 30/40 (and | PERSONAL SECRETARY wanted by 
ee instance to preferably marned) must have good all-round advertising | ee rane 8 P acy Chi on xeon 
{ ' experience, knowledge of agency routine, ability to contact | hand iyping specds. Initiative, ambition 
Sey F. R. Best, Advertising chents at high level and to secure new business t experience essential, Phon 
Be Manager } tising, WEL. &769 
Successful applicant will be required to resid n area but : 
. ; : ” ' NCE LETTERING AND 
c | 
Refrigeration Division every assistance will be given in the matter of finding suitabl } t ARTIST required by 
Pressed Steel Company Ltd accommodation | zency Aust be prepared to work on 
COWLEY ~ OXFORD premises. (Flees Street area) Steady 
Exceptional opportunities for promotion within the organisa commiss:ons guaranteed. No objections 
foll it { t to other chents’ work being carried 
VISUALISER LAYOUT ARTIST. 5 tion follow this appointment. The salary is commensurate out on_ premises 
quired for the production of Press ig A xperi y and past record. Apply. in strict confidence Box 4524 Ad) Week'y 180 Fleet St BC4 
Advertisements, Brochures, Catalogues, to maging Director 
_ Packaging and Point of Sale Displays 
bh to SLA. Standards Crisp versatile Box 4504 


designs and accurate layouts essential, 


vyus sound knowledge of productior i ® 
plans und sowiedee memncien Advertiser's Weekly, 180 Fleet Street, London, E.C.4 Can you 


and permanent position inp congenial 


surroundings Send specimens (which | 
will be returned) = with fetails of 5 
experience go ge yeouited, ADVERTISING REPRESENTATIVE re ARTIST. London Studio requires 
Managing Director, kdwards, Dyer & quired tor od established wade journal | inother first class man tor lettering ro uce 
Co Lid 1 Cooper Street, Man leading publication of the industry. | Ideal ndition and)» holidays = as 
is. chester >’ Salary, commission and expenses irranged Write in confidence giving 
, — Box 4521 Ad. Weekly 180 Fleet S. EC’ | full particulars to 
e PRODUCTION, London Agency has a Box 4533 Ad. Weekl¥ 180 Ficet St ECs | 
a immediate vacancy for an experienced NEWSPAPER OFFICE requires efficient ‘ / : rea 
production man under 0, to) work young jady for general duties Must | 
without supervision on urgent pres be good at figures and have some > ” ? , 
insertions Stace time convenient for experience nm handling advertisement I RODL c TION ASSISI ANI 


interview and full details to copy required, age about 22-26 


| e 
=e : } 
‘ flox 4512 Ad. Weekly 180 Ficet St BC4 Box 4517 Ad. Weekly 180 Fleet St BC4 Agency experien essential with | fi rst class 


good knowleduc all printing pro 


| 
| sscs, blocks, type faces and pro e 
gressing work This is an interesting | | ? 
| position offerng opportunities under visua Ss J 
4 pleasant working conditions S day | 
BENN BROTHERS || 0°.) 80" | 

j Maylair district | 
: icin Matte. he etal If so, there is an opportunity 


} LIMITED MR. ROBERTS, 


| 16 King Sirect, St. James's, S.W.1. to secure a top grade job in 


se —_ a leading London Publishing 
VA NCIES SPACE SALESMAN required on wel 
have for established oal sponsored, Postal! 


House. The ition calls 
Machine Media. in Midlands and East - —* 


4 ggg am Ta i for a young progressive man 
: Resident Full-time ait ape lee iartaaate who is ambitious and desires 
Box 4508 Ad. Weekly 180 Fleet St EC4 

— | to make good. Prospects 
pt A D V E R T i S EK M EK N T Required by are excellent and salary 
> a London Advertising Agency generous to the applicant 
‘ | R E P R E Sy EN T A TI V E ~ First Class who fits the job. Send details 
e | 


of experience, age, general 
a GENERAL 


ARTIS qualifications and salary ex- 
ye T 

e 14" pected to 

; SCOTLAND 


my The post is a progressive Box 4506 
¥ ] INC 4 SHIRE one for a man of experience Advertiser's Weekty 180 Fleet St EC4 
> 4 «fe 4 and oflers an interesting 
f variety of both rough and 
, . - . i unc 
. ONDON TECHNICAL AGENCY wil! 
and ) ORKSHIRE finished work on a number , sh —~ have arte for a young Pr. 
of national accounts. Write duction Man with special abilities. He 
p Be 2 viving det ii! nd | ry must be first-class education have 
Application should be made in writing please, stating & 5 Cialis and sala tad S or 6 years training and experi 


required to en be strong and determined in his 


age, experience, salary required and other relevant attitude towards work and clients re 


details and addressed to: Box 4525 ae eee Boe peg 
3 Advertiser's Weekly 186 Fleet St ECG ng all ; typographical and print fe 
BES THE MANAGING DIRECTOR quirements, be a quick and methodical 
: BENN BROTHERS LIMITED “ane aaen worker aad pomemed wih that Sal 
ca / , AN. Opportunity occurs which makes for sticcess in an execu 
>» 1 a 4 a wih a London Ageneyv for a young ve position in th Advertising Agency 
i Bouverie House - 154-160 Fleet Street - London, EC4 eeaaied. ie eee een ee a ae eae sae 
= ecutiy wo g nowledge ’ anc ¢ opportunity ) ake “y 
‘ blockmaking and typefaces would be and bui'd a permanent position will b 
' in advantage bur not essential Wrre | clearly esablished Write, giving fu 
ah stating age and salary required to partculars to 
x Box 4536 Ad) Weekly 180 Fleet St EC4 Box 4509 Ad. Weekly 180 Flee: St BCS 


& ‘Phone your Classifieds to CHA 8844 (Ex 25) 
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APRIL 


23, 1953 


CLASSIFIED yin tea 


LAYOUT 
ARTIST 


WANTED FOR 
SOUTH AFRICA 


P.N. Barrett Company (Pty.) 
Ltd., are looking for a first- 
class, imaginative layout 
artist, with agency experi- 
ence, for their 

JOHANNESBURG STUDIO 
This is an interesting and 
enjoyable job, carrying a 
salary of about £100 per 
month (depending on quali- 


fications) and good pros- 
pects. Pleasant working 
conditions, five-day week 
and superannuation fund. 


Passage will be paid. 

Write, giving full details of 
previous experience, and 
enclosing a _ representative 
selection of specimens, in- 
cluding as many original 
layouts as possible, to: 


ART DIRECTOR 


P.N. BARRETT COMPANY (PTY) LTD. 
P.O. BOX 694, CAPE TOWN 


EXCEPTIONAL OPPORTUNITY pre- 
senis itse!l to a young man (under 
35) who has had a litle space-sclling 
experience or is keen w enter that 
ficld. A well-known F.ect Street group 


of periodical publishing companics is 
prepared to train such a man for carly 
promotion to one of iis main adver- 
tisemem deparunents Probationary 
salary 46-47. Wri.e, in strict confidence 
to 


Box 4425 Ad. Weekly 180 Fleet St EC4 


LETTERING ARTIST 


for agency near Street, good 
ability, several years experience. 
Typographical knowledge an advan 
tage, An excellent opportunity, full 
holidays with pay Phone MONarch 
2757 for an appointment. 


Fleet 


EXPERIENCED COPY DETAIL Assist- 
ant required Ability to produce good 
lettering and layou‘s an advantage. All 
replies will be treated as confidential 
Pratt & Co. (Advertising) Ltd., 
Albert Square, Manchester, 2. 

PART-TIME LAYOUT man 
wanted for 3 full days 
office of trade journal 
Box 4490 Ad. Weck'y 180 Fleet St EC4 

YOUNG ASSISTANT required in Pro- 
duction Department of book publishers 


or woman 
monthly in 


Knowledge of blockmaking and print- 
ing essential Good prospects Write, 
giving experience and salary required, 
to Ward, Lock & Co., Ltd., 6 Chan- 
cery Lane sae 

LETTERING ARTIST, mate, required 
for permanen! position Only — first 
c'ass artist considered. good = salary 
Write or phone for appointment, with 
specimens ~ work to DOUGLAS 
McLACKLIN ss JDIO LTD., 15 
Grape Street. W.C.2 TEM 4032. 

PRODUCTION, Established Agency in 
London requires the services of a first 
class Production Man. He should have 
a good all round know'edge of pro- 
cess work and typefaces and be 
capab!e of handling a number of 
accounts Ideal working conditions, 
good salary and holidays by arrange- 
ment Apply stating full particulars to 
Box 44535 Ad. Week'y 180 Fleet St BC4 


' 
i 
| 
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APPOINTMENTS WANTED 


LAYOLT. Oppor.unity exists with 
es.ablished technical agency for a man 
capable of producing first class layou.s 
for presen.ation w clients Holidays 
by arrangement. Write fully to 
Box 4534 Ad, Weekly 180 Ficet St EC4 


THE BROADWAY STUDIOS LTD 
9, Victoria Street, London, S.W.1 
require the services of an artist able to 
produce layouts for Brochures, Sales 
Literature, etc., meticulous lettering 
and line work, and including the use of 

scraper board. 
Ability to undertake technical draw- 
ings for exhibition display an advantage. 
Write full details of experience. 


PRODUCTION ASSISTANTS, under 25 
years Of age and possessed of agency 
experience, are sought by a lcading 
London agency. Persons wishing to be 
considered for a vacancy with this 
agenc sre.sinvited to wri.e, giving 
de ails of their expericnce and of the 
salary which they consider ihemsclives 
capabic of carn.ng. Persons appointed 
will be granted two weeks holiday this 
year 
Box 4531 Ad Week y 180 Fleet Si EC4 

PRODLC TION. “Agency trained Produc 
uon Man for London Agency to take 
charge of technical accounts Sound 


know.cedge of typefaces and process 
work essential. Wri.e in confidence to 
4 Box 4451 Ad. Weekly 180 Fiec: St EC4 


SHORTHAND TYPIST required by 
Manag.ng Director to train as personal 


secretary Write giving full particulars 
to Mr John F. Preston, Ripley, 
Preston & Co., Lid., ey > 
House, 4 Carmelite Street, E.C.4 


APPOINTMENTS WANTED 


YOUNG 


COPYWRITER, woman, two 
years’ extensive experience, Canadian 
retail advertising, — Position 


London Agency or retail 
Box 4470 Ad. Weekly 180 Fleet St EC4 


DO YOU WANT COPY THAT SELLS? 
I can produce it, I have written copy 
for a year in New York on wide 
variety of produc s Education? 
America’s finest Gals’ Public School 

2 years University. I need a junior 

copywriting post in Advertising Agency 

Department or Public Relations firm. 

Box 4492 Ad. Weekly 180 Fleet St EC4 


VERSATILE VISUALISER/ DESIGNER 
desires responsible permanent position, 
wide experience 
Box 4493 Ad. Weckly 186 Fleet St BC4 


VERSATILE Layout Man (some finished 
work) frustrated in present posi.ion 
seeks new one with plenty of scope 
Box 4494 Ad. Weekly 180 Fleet St EC4 


CHARTERED ACCOUNTANT (27) re- 
quires opening in Agency, preferably as 
jumior account/ executive 
Box 4495 Ad. Weekly 180 Fleet St EC4 


STUDENT. Virile mind, able to visualise; 
knowledge layout; keen copywriter 
wishes to join Agency to develop strong 
creative potentia!. Salary unimportant 
Box 4341 Ad. Weekly 180 Fleet St ECA 


Exccutive and Copywriter with 
OVERSEAS EXPERIENCE 


Versatilc man of 30, with over 6 

years in U.K. and Eastern agencies, 

wants to settle to a job-for-life on 

cithee side of the “fence,” London 
area or abroad, 


Box 4497 
Advertiser's Weekly 180 Fleet St EC4 


’Phone your Classifieds 


SENIOR ACCOUNT EXECUTIVE of 


smali West End Agency, having a 
University (Oxford) scientific training 
and possessing a wide experience of 


iii 


| 
| 


Box 4498 


YOUNG MAN a 


Desires change, Publicity Depart- 
ment or Advertising Agency London. 


Advertiser's Weekly 180 Fleet 8: EC4 


SHOKRTHAND-EYPISLS,  Privac 
taries, Clerks, etc. If you are 


Exce! House, Whitcombe Street 
(WHiItehall $924) We 
efficient’ personne! 
FIRST CLASS LETTERING 
secks permancnt posi.ion in s! 
Box 4532 Ad. Weekly 180 Fleet 


FREE LANCE. ‘and 


able to 


Ideas 
produce 


lay 
strong and 


for appointment. 


Secre- 
in urgent 
need of staff, contact Embassy Bureau, 
W.C,2, 
specialise ip 


ECc4 
FREE LANCE SERVICES 


man 
original 
copy for coupon advertsements. Write 


ARTIST 


Box 4503 Ad Weekly 180 Fleet Si BC4 


FREE LANCE 
CREATIVE ARTIST 


submit own designs. 
Box 4499 


Able to copy from originals and 


Advertiser's Weekly 180 Fleet 6: EC4 


ARTIST FREELANCE, 
construc‘ ions, 
tons, design 
Rox 4599 Ad 


showcards, cut« 
lettering, colour ar 
Week'y 180 Fleet ‘ 


S AND WA 


ADUDRESSOCRAPH FRAMES | 
35s. 1.000. Cabinets, as new, 
MSS latternam Grove 


49 


OFFSET LITHO PRINTING. 
Quality work at compctitive 
Broadsheets, Brochures, Labels, 
cards, etc. 
ing Co., Ltd., George Street, 


Telephone 3438/9. London Ax 


expericn¢ 


nt; 


Highest 
prees. 
Show- 
The West Yorkshire Print- 
Wakefield. 
H. 
Ridgeway, 148 Strand. Temple Bar 8103 


apply. 
Box 4500 


London Printer required to 
handle trade daily in colour in 
flatbed process. Principals only 


Advertiser's Weekly 180 Fleet 61 EC4 


work and difficult techn: 
composition. 


LTD., BRISTOL. 


Advertising, Sales Promotion and Public 
Relations requires cither a post in a 
laracr Agency where he could develop 
the Public Relations side or a position 
as Advertisnag Manager to a iead- 
ing firm where he would have com- 
picte control of all Publicity and 
Public Relations 

Box 4413 Ad. Weckly 180 Fleet %& EC4 


AM 26 and have had four years’ ex- 
perience advertising, publicity and press 
relations Can you help me find a 
future where hard work and initiative 
coupled with competence will pay , 
dividends | 
Box 4483 Ad. Weekly 180 Fleet St ECa | 


“MAILING LISTS 
Circularising Campaigns, 
velope addressing, Addres 
Machine Stencils prepared, 
Type or selected handwriting. 


IMPRINTS 
28 Chapel Street, Liverpool 


PRINTING PLUS 


The facilities of one of the 
best equipped printeries in 
the South are offered for the 
production of advertising 
matter and one or two 
periodicals of really high 
quality. Specialists in colour 


al 


JOHN WRIGHT & SONS 


PERSONAL 


to CHA 8844 (Ex 25) 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


——_ 


DIRECTORSHIPS 
AVAILABLE 


Due to the retirement of active 
Chairman; old-established, fully 
recognised, expanding West-end 
Agency requires two working 
Directors, aged 30/45. In addi- 
tion to integrity, a sound knowl- 


edge of agency practice, plus 
an ability to get things done 
(and do them), is essential. 


Annual turnover of six figures. 
Each successful applicant will be 
required to purchase a quarter 
of the issued share capital valued 
at £3,750 which should return a 
minimum annual income of £1,500 
excluding expenses, Strictest con- 
fidence extended and expected. 
Box 4528 
Advertiser's Weekly 188 Fleet 6t EC4 


EXCEPTIONAL OPPORTUNITY 
FOR AGENT 


to acquire first-class letterpress 
printing business producing pub- 
licity literature to really high 
standards. Works, Outer 
London, furnished offices central 


London. Extensive connection 
National Advertisers. Plant, 
goodwill, etc., £4,850. 

Box 4449 


Advertiser's Weekly 180 Fieet $1 EC4 


ACCOMMO N 


TO LET 


St. Martin's Lane. 
First class modern building 
nearing completion, lift, 
Ground floor reception and 
display window. Four upper 

floors in clear space. 

Net 3,677 sq. ft. 


Excellent 


etc. 


natural lighting. 


Apply to Sole Agents: 
LEWIS & TUCKER, 
F.A.L.P.A., 
18 Hanover Street, W.1 
MAYfair 3535. 


GLOUCESTER ROAD, 8.W.7. Opposite 
sta.ion, small ground floor office. FLA 
8540 


MOVING WEST? 
Self Contained Office 
Dunraven Mreet, Park 
4,500 sq. ft 4S years’ 
sale with vacant possession, 
for medjum sized agency. 


from 
. Box 449% 
Advertiser's Weekly 180 Fleet 61 E04 
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CORONATION 


SUNNY 


WARM 
_ YEAR—96 


SATURDAY 
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The Newspaper with THE largest evening 
circulation in Canada’s Capital 


will publish an unique special number on the day of Her Majesty’s 


Coronation on June 2nd, 


SPECIMEN COPIES 
OF THE JOURNAL 
ARE AVAILABLE FROM 


OF SPECIAL INTEREST 


TO THE 


FURNITURE TRADE 


On May 29th will be published the Corona- 
tion Number of Furnishing World with the 
theme ‘Furniture and Furnishings under Five 
Queens’. 

This issue will portray the evolution of furni- 
ture from the last of the Tudors to our present 
Queen, describing and illustrating the pro- 
cesses which have led to the modern con- 
temporary furniture and furnishings. 


The Coronation Number will be a particu- 
larly valuable medium for all manufacturers 
of furniture, furnishings and ancillary goods. 
Full or Half Pages available in black and 
white or full colour on coated paper. Press 


date May 15th. Ensure a good position— 
send your order TODAY. 


Furnishing 
World 


FLEET ST. LONDON, E.C.4. Tel. CHAncery 8844 


This Coronation edition will be worthy of the historic occasion 
and will record the deep significance of an Elizabeth being 
crowned ‘Queen of Canada’’—truly a milestone in the growth 
of our nation as a senior and sovereign member of the British 
Commonwealth. 


The Journal invites you to be represented in the “Queen of 
Canada Coronation Edition’’ from the Capital City of Canada. 
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continued from page 137 | 


destroy that feeling of confidence in | 
advertising, and may well prove to 
be very valuable ammunition in the 
hands of those, all too many, people 
in the country who are members 
of advertising. .. .” 

Mr. Needham has replied: 

“Frankly, | do not see how we 
could have explained our intentions 
more clearly and I do not think it 
unreasonable to tie it up with the 
lowering of the cost of living. 

“As I see it, the cost of advertis- 
ing is legitimately an item against 
selling and distribution. If adver- 
tising rates are reduced, obviously 


| this plays its part in the same way 


as a reduction in the price of an 
essential raw material. 

“I have heard it argued so often 
that advertising rates are too high 
and the cost of advertising is re- 
flected in the selling price of a pro- 
duct. If the Express Newspapers 


| have done anything to reduce these 


costs, and if other media follow suit, 
then we might expect a fall in the 
price of consumer products.” 


The opening session of the Clubs 


| Conference at Harrogate in Septem- 


ber will be devoted to “The Future 
Of The Advertising Clubs.” Subject 
of the second session will be “How 
Can Clubs Attract Advertiser In- 
terest?” Other matters to be dis- 
cussed include membership, educa- 


| space, either by radio or TV, is 


tion, finances and vigilance work. 


~ Published by the F Proprietors, "BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, E.C.4. 


(Phone: Chancery 8844.) 
April 23, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 


Southport Publicity Committee 
mning to take time on Radio 
xembourg during May. “Air 


absolutely essential for publicity 
purposes to any resort,” states Ald. 
M. D. Ball, chairman of the com- 


G. J. Weston has returned as 
editor to “Women’s Wear News” 
which he founded in 1935 and edited 
for 10 years before becoming editor 
and pro ‘or of “Fashion Trade 
Weekly. 


Thomas White, manager, “Glas- 
gow Herald,” elected president, 
Scottish Daily Newspaper Society. 
New vice-president: R. J. Erskine 
Orr, proprietor, “Greenock Tele- 
graph. 


W. Forsyth, export vice-president 
of Pepsi-Cola, arriving Britain next 
week to discuss with Schweppes the 
U.K. marketing of Pepsi-Cola. 


John McSweeney, formerly of the 
“Irish Independent,” Dublin, has 
resigned to take up an appointment 
as assistant press relations officer 
with Fogra_ Failte—trish national 
tourist organisation. 


J. F. Hayes is relinquishing the 
circulation managership of “Radio 
Review,” Dublin, to become circu- 
lation and sales manager, United 
Trade Press on May 4. W. Cope- 
land will succeed him on “Radio 
Review.” 
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